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Don’t be lulled 
to sleep 


pagel be lulled to sleep with the idea that the demand for RACO PRI-OUTS 


is limited because all of your customers are not asking for them. 


If you are pushing old fashioned boxes they are taking it for granted that you 
don't carry PRI-OUTS and hence they are placing their box orders with those 


who can furnish them. 
Can you afford to lose this business and a whole lot more that goes with it? 
THE DEMAND—for more and still more RACO PRI-OUT BOXES, HANGERS 


and FITTINGS has recently compelled us to expand our manufacturing facilities 
and move to larger quarters. 








Increased demand in times like these can only mean 





one thing—Incomparable Superiority. 


The unparalleled popularity of PRI-OUTS has come 
as no surprise, however, for they constitute the first 
and only real improvement ever made in switch 
boxes. 


RACO PRI-OUT BOXES SPEED INSTALLATION 
and provide safety for wiremen without additional 
cost and with the following advantages. 


(1) Wiremen do not injure fingers with Pri-Out 
Boxes. Discs do not have to be knocked in- 
wardly and broken off with fingers as in old 
type boxes. 


The slot in Pri-Out Boxes permits prying tool 
to be inserted and the disk pried out. 


Pri-Outs are set flush with the box permitting 
Vy” more room on the inside of the box for 
wiring. 


All these features over our regular style line 


4 be -_ O LJ .% of knockout boxes at no additional cost. 
BOXES 


Write us today for prices 
and discounts 


NOTICE 


‘“RACO"' PRI-OUT Boxes are covered by 

United States Patents U. S. No. 1709187. 

Re-issue No. 17765. Canadian No. 289,335 

and other patents pending. Owned by the TRADE MARK 
Roach-Appleton Mfg. Co. Look for patent 

numbers or date which appears on products 

of licensed manufacturers. 
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The 
JOBBER’S 
SALESMAN 


FEBRUARY 1931 
VOLUME XII Number 2 


HIS issue brings to you the announcement 

of Tue Jopper’s SALESMAN’S “Plan for 

Market Determination and Market Devel- 

opment.” Such a plan, in order to prove 

successful, must be predicated on a partnership- 

relationship between manufacturer and whole- 
saler. 

Editorially, it is the responsibility of this 
magazine to drive home that thought to its read- 
ers—the wholesalers and their salesmen. 

The benefits to be derived from such a plan 
and such a relationship cannot be covered in 
one issue. We have, therefore, adopted a definite 
editorial program for the year of 1931 and in it 
will be contained not sermons, but definite proof 
of the fact that such a plan and such a relation- 
ship, where it now exists, is proving most 
fruitful. 

In order to follow the steps editorially, it is 
essential that every issue be thoroughly digested 
by its readers. And this they are urged to do in 
their own interest and in the interest of the 
industry, 
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ENERAL CABLE MEN understand the problems 
of transmission and distribution. They know 
the functions of wires and cables — what 

_ types to use and their application. They can 

discuss authoritatively the technical prob- 
lems of the electrical industry. At their call 

—and yours— General Cable men have the assistance 

of consulting specialists. 


Your advantage is of practical value —a highly trained 
engineering staff for active cooperation with your own 
representatives. 


Further to round out the circle of service to you, these 
practical men bring into action, when needed, the com- 
plete facilities of General Cable’s research laboratories. 


They offer you the widest variety of conductor materials 
available. Thus they are able to recommend, without 
prejudice, the type of product best suited for any job. 


A call on any of General Cable’s twenty-two District 
Offices will at once set in motion for you as much of this 
cooperative service as you may require. 


The far-reaching productive capacity of General Cable’s ee 
twelve plants, and the large variety of their output as- ~~ - r 
sures the uninterrupted execution of any orders which you : 
may place — however varied the products involved. 








Where your needs are for wires, cables or accessories a a 
in general demand, of course adequate stocks are avail- Pa : Ke 
able through General Cable’s plants and warehouses Bee Se eee 
from coast to coast. Vis gm YY Sin 
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Another Modern Building uses 
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Library at University of Oklahoma, 
Norman, Oklahoma 


ROPER lighting and proper fittings greater strength and yet they are 
P sec essential in a modern library. An lighter in weight. There is maximum 
interesting installation of Appleton wiring space and the cadmium finish 
Unilets is illustrated above in the Library _ resists rust and corrosion. 


of the University of Oklahoma. Our literature will show you just the 


Malleable iron gives Appleton Unilets right type for any job. Write today 


SOLD THROUGH JOBBERS 


APPLETON ELECTRIC COMPANY 
1734 Wellington Ave., Chicago, U.S. A. 


New York—150 Varick St. Los Angeles—340 Azusa St. 
San Francisco—655 Minna St. Seattle—628 Railroad Ave. 


Manufacturers of Appleton Constant Duty and Portable Type Reelites 


APPLETON = secs 
1734 Wellington Avenue, Chicago 


Gentlemen: 
Threaded Malleable Please a us literature on Unilets and Conduit Fittings. 
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HE Jopper’s SALESMAN announces in this issue 
its “New Program for Market Development.” 

It is the result of months of intensive study. Innu- 
merable interviews were held with both manufacturers 
and wholesalers. Careful analysis was made of the 
problems that are confronting the industry and many 
surveys of successful methods and policies in this and 
other industries were conducted. 

From all of this there were certain outstanding con- 
clusions which form the basis of the present plan. 

The new “Program” is not a sugar-coated pill that 
will act as a cure-all for all of the ills of the industry. 
Neither is it a standardized ready-made plan for travel- 
ing the “royal road to success.” It doesn’t supply the 
brains or the initiative that are needed by wholesalers 
and manufacturers to successfully meet present-day 
conditions. Nor can it provide a substitute for courage, 
hard work or common business honesty. 

The “Program” does, however, set forth certain 
principles—not theories—that must govern the activi- 
ties of all manufacturers and wholesalers who are to 
survive, 

Around these principles each must build his indi- 
vidual program, drawing upon all of the sales strategy, 
imagination and initiative that he possesses. 


HE “Program” is predicated on the fact that nor- 

mal demand cannot continue to profitably sustain 
the ever-increasing horde of manufacturers and whole- 
salers. There are no longer millions of homes within 
reach of utility lines to be wired, thousands of indus- 
tries to be changed over to electric drive or miles of 
streets to be lighted. The “cream” of the business is 
gone. Now we must take off our coats and start an 
intensive selling job—or pass out of the picture. There 
is plenty of business for everyone and profitable busi- 
ness too, but it is not going to fall into waiting hands. 
It is going to be had only by the hardest kind of inten- 
sive, selective, creative selling. 


The PLAN 






This is the problem that the wholesaler faces and by 
the same token it is the problem of the manufacturer. 
And it is the same problem that many older industries 
had to face years ago. 


THE JOBBER’s SALESMAN’S “New Program for Mar- 
ket Development” therefore, reduced to its simplest 
terms is merely a program that sets forth the principles 
of intensive selling, showing how simply, yet effectively 
they can be applied by wholesalers and manufacturers 
working harmoniously towards a common objective— 
greater profits. 


The first principle of intensive selling is to know your 
market. 


The second is a plan for selling that market. 


UR “Program” concentrates on these two points. 
The electrical market is divided into four major 
markets for specialization—the resale market, the con- 
tractor market, the industrial market and the commer- 
cial market. Suggestions are made showing how 
market determination can be accomplished. Then it 
is shown how selling plans can intelligently be formu- 
lated, once the market is known. 
Everything else that is incorporated in the “Pro- 
gram” is incidental to these two major objectives. 


THE JOBBER’s SALESMAN has unbounded faith in 
the electrical industry and particularly in the electrical 
wholesaler, but it is firmly of the opinion that he can 
continue to hold his place as an economic factor in the 
distribution of electrical products only to the extent 
that he becomes a partner with his suppliers in inten- 
sively selling his market. 
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ANACONDA WIRING PRODUCTS 
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ABC Armored Cable 

Duraduct Loom 

Flexible Steel Conduit 

Durax Sheathed Cable 
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) “She Jobber Salesman 


The magazine of the wholesale electrical distributor and his salesmen 
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We present to the electrical wholesalers and the manufacturers whom they 

represent, the practical principles of intensive selling based on “Market De- 

termination and Market Development,” strongly urging their adoption in 
order to meet successfully present distribution conditions. 


distribution is the leading 

problem of American indus- 
try today, but, unfortunately, it 
is impossible for one man, or one 
group of men to attempt to cre- 
ate an empirical formula to solve 
such a problem. It is, however, 
possible to narrow the beam of 
light down to the point where it 
segregates one particular indus- 
try and then from experience, 
knowledge and research, fabricate a distribution pattern 
which is most likely to resist the wear and tear created 
by external influences and at the same time offer a more 
substantial path for profitable activities. 

With 11 years’ experience publishing a_ business 
magazine, devoted to electrical wholesaling, by a staff 
whose background numbers many practical years in the 
industry itself, and with the opportunity of securing a 
national viewpoint on all subjects of interest to those 
engaged in the distribution of electrical products, the 
personnel of THE JoBBER’S SALESMAN feels competent 
to offer at this time a plan of action and to recommend 
its adoption. 

Before taking up the recommendation, however, it is 
well to reconstruct the picture which the executives in 
the industry have faced during the last decade. As time 
is measured 11 years should only show relatively 
small changes. The period, however, of 1920 to 1931 
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I IS an indisputable fact that 


The first principle of intensive 

selling is to know your market, 

the second is a plan for selling 

that market,—a simple logical 

idea, of course, but one that has 

been completely overlooked by 
the industry. 


has seen a virtual revolution in 
the ranks of American business 
life, and naturally it has been 
reflected in the electrical industry. 

We have seen in our industry 
during this time: 

1. The introduction and 
growth of chains which, fortu- 
nately, does not represent a 
menace, but does, however, stand 
for strong, intelligent, well-organ- 
ized competition. 

2. The launching of public utilities into the mer- 
chandising field with too much authority placed in the 
hands of merchandising managers and the consequent 
unfair competition which such a step has provoked. 

3. The commercial development of radio, with its 
positive yet misleading, assurance of early stability and 
its subsequent blunders by its youthful leaders. 

4. The propagation of new jobbers, accomplished 
along lines similar to the immortal “Pigs is pigs” without 
regard to ability or stability. 

5. The legally-bound activities of associations. 

6. The discontent on the part of manufacturers, who 
surprisingly enough, have little to offer in the way of 
constructive suggestions. 

7. The attitude of the average manufacturer’s repre- 
sentative who, given the task of building up jobber dis- 
tribution and jobber sales in his territory, continues to 
condemn the very men whom he should be helping. 





8. The apathy of the electrical 
dealer and contractor-dealer to 
their problems and possibilities. 


9. Finally, the decline, in many 
instances, of the wholesaler him- 
self, due to lack of knowledge of 
both markets and economics. 


In times of prosperity such 
rumblings are not heard, but the 
quiet of a depression emphasizes 
these eruptions with the lava of 
incorrect practices spreading itself 
over the entire industry. 


As a consequence we are faced 
today with the necessity for a re- 
organization of our thinking and 
our activities and such thinking 
and such activities must be based 
on the suggestion that the elec- 
trical wholesaler no longer assumes 
a passive Gandhi resistance, but 
that he launch an offensive of his 
own. This he is thoroughly capa- 
ble of doing, provided he realizes 








CHART N21 
DEVELOPING 
THE MARKET CONSCIOUSNESS 
OF THE ELECTRICAL WHOLESALER 
L TO BE SENT TO THE WHOLESALER BY THE MANUFACTURER 


2. TO BE FILLED OUT BY THE WHOLESALER AND RETURNED TO THE 
MANUFACTURER . « « 
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Above is reproduced the suggested 

form for use in determining the num- 

ber of resale outlets in a wholesaler’s 

territory which are prospects for elec- 
trical merchandise. 


interviewing manufacturers, mak- 
ing case studies of successful and 
unsuccessful wholesalers, and piec- 
ing together the correct practices 
and the errors in order to deter- 
mine definitely the solution to the 
present problem. 


And, its findings have most em- 
phatically revealed the need for 
market study, market determina- 
tion and intensive selling! 


It is extremely doubtful if there 
is in this country today a whole- 
saler who has either a complete 
knowledge of his markets or the 
method of determining such mar- 
kets. On the other hand, the manu- 
facturers themselves, in most in- 
stances are in a similar position. 
Speaking quite frankly, they have 
a slight conception of the outlets 
for their material in the various 
trading areas in which their whole- 
salers are doing business. And, 


his own importance and the per- 

manent position he occupies and can occupy in the 
industry if he will cease discounting himself and his 
efforts and replace such an attitude with an expressed 
confidence in himself and his fellow wholesalers. 

Those subjects mentioned above are all worthy of 
study, but unfortunately any constructive suggestions on 
them would not be productive of early progress. In the 
merchandising field, for instance, it is possible for all to 
clamor for relief from the present practices of most 
utilities. Suggestions so far made on this problem are 
of a healthy nature and should be followed through to 
their logical conclusion, but in the meantime, commodi- 
ties must be sold, stocks must be moved, and profits 
must be realized, so any ideas submitted are done so 
with the purpose of securing immediate results, while 
other suggestions and plans are being brought to fruition. 

The staff of THe Jopper’s SALESMAN has quietly yet 
intensively studied the situation during the past year, 





CHART No 1 
DEVELOPING THE 


MARKET CONSCIOUSNESS 
OF THE ELECTRICAL WHOLESALER 





I. To be sent to the Wholesaler by the Manufacturer 
2. Tobe filled out by the Wholesaler and returned to the Manufacturer 
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On the left is the suggested form 
— Suavev_ or = applying to the contractor market. It 
is essential that the wholesaler know 
his contractors, not only by number by 

but also by activities. for 


lacking such information, it is 
difficult to understand how they can do an intelligent 
sales promotional job, or how they can expect their 
wholesalers to sell intensively a market which they them- 
selves have not determined. The natural conclusion is, 
that the essential key to the door through which progress 
may be made, must be constructed on the basis of a 
plan of intensively selling a predetermined market. 

The plan, therefore, suggested by the staff of THE 
Jopper’s SALESMAN, is developed around three funda- 
mentals which must be considered by wholesalers in 
order to guarantee its success and their success. The 
fundamentals are: 

1. The vast markets for great potential sales which 
the independent wholesaler is overlooking today. 

2. The vital necessity for specialized, or intensive 
selling on the part of the independent wholesaler in the 
groups of: resale; contractor; industrial, and commer- 
cial fields. 





CHART No! 
DEVELOPING 
THE MARKET CONSCIOUSNESS 


of the Electrical Wholesaler 
|. To be sent to the Wholesaler by the Manufacturer 


2.To be filled out by the Wholesaler and returned fo the 
MFr together with chart of Industry Breakdown 
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On the right is the suggested form for 

use in determining the industrial mar- 

ket in a wholesaler’s territory. For 

convenience this market is broken 

down into service and manufacturing 
industries. 





Industries 
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3. The abso- 
THE SCHEDULE (1) lute necessity 
= INDUSTRIAL CONTRACT! COMME 
Feb, General Description of Each Market _ ro hae 
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— determined 
pM EINE through the 
ve 1s own e editori program joint efforts of 
for the next 12 months covering sub- ; ij 
jects applying to the four markets. the supplier 
and jobber. 


How many outlets are there for merchandise? What 
are the classifications of these outlets? What commodi- 
ties can best be sold to a particular kind of outlet? 

How many contractors are there in individual whole- 
salers’ territories? What kind of work do they do? 
What kind of commodities are best fitted for different 
classes of installations? 

Where are the industrial plants? How many are 
there? What kind of material can be sold to them for 
maintenance and equipment? 

In the commercial field, how many hotels, institutions, 
buildings and so forth are there in the various terri- 
tories? What commodities can best be sold to such con- 
sumer outlets ? 

That is “Market Determination” and that is the step 
which the manufacturer and wholesaler have to take if 
they intend to stay in business. 

On the opposite page are illustrated suggested forms 
which can be adopted in determining the four markets. 
By the use of these kind of charts, the outlets or poten- 
tial customers can be recorded as they have never been 
before. 

In reference to the second fundamental, that of 
“specialized or intensive selling,” it is easily recognized 
that “Market Determination” is, in itself, not productive 
of business. It must be followed by “Market Develop- 
ment.” 

Heretofore, most manufacturers and most wholesalers 
have based their sales expectancy on hopes rather than 
on a scientific study of the market and their logical share 
of that market. 

The securing of business during 1931 and in the years 
to follow, must be predicated upon the intensive selling 
of a predetermined market. It would, of course, be ideal 
to set up in each of the four markets or to set up within 
the entire structure of the wholesale house the sound 
practice of specialization, for in specialization is con- 
tained selling in its most intensive form. With, however, 
the narrowing of trading areas we are confronted with 
a cross-section of distribution wherein we find small 
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centers not easily lending themselves to the theory of 
specialization. 

There is, however, no territory where intensive selling 
and creative selling cannot be carried out by all whole- 
salers in that territory. 

What form the plan of intensively selling each or all 
of the four markets will take is the problem of the indi- 
vidual wholesaler and manufacturer, for selling plans 
and merchandising programs are dependent upon the 
kind of commodity and its application to or in a par- 
ticular market or markets. In this new plan of THE 
JoBBER’s SALESMAN it is, therefore, the responsibility of 
its staff to drive home to wholesaler and manufacturer 
alike, the necessity for such intensive selling and to urge 
its adoption in concrete form. 

In reference to the third fundamental, that of closer 
study of internal functions, it is apparent that no plan 
is worth the thinking devoted to it unless in its adoption 
the wholesaler takes cognizance of his own shortcom- 
ings. Case studies made in the field, closely indicate that 
few jobbers have installed within their organizations a 
keyboard of economics properly tuned in a modern, 
harmonious fashion. They strike a sales note and the 
credit key is flat. They hit a plan key and the manage- 
ment chord is faulty. To put it in a more practical form, 


the case studies 

mentioned have THE SCHEDULE (2) 

shown in many Articles on Wholesalers 
methods of operation based 


instances that era 
maskets were on case studies in the field 
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fore, be the 
definite edi- 
torial responsi- 
bility of THE 
JOBBER’S 
SALESMAN during 1931, to promote not only “Market 
Determination” to the best of its ability in order to 
guarantee a full measure of success to the suggestions 
made by its staff, but also to drive home in persistent 
fashion the necessity for intensive specialized selling, 
and a reorganization of the wholesaler’s functions as a 
most important part of the complete plan. 

It is realized and appreciated that such work cannot 
be accomplished in its entirety in one month or six 
months, nor can all phases of the subject be treated 
editorially in one issue. It has, therefore, been consid- 
ered necessary to definitely schedule a month-by-month 
editorial program, and as the story unfolds, it is felt 
no wholesaler or jobber’s salesman will fail to appreciate 
its significance or the necessity for the adoption of those 
suggestions directed toward themselves. 





Above is shown the editorial program 

for the next 12 months applying to 

“Management and Operation,” and 
“Sales” 

















Possibilities of the 
ESALE MARKET 


It is doubtful if the electrical wholesalers 
or even the manufacturers realize the 
potentialities of this field 





CCORDING to the Na- 
tional Electric Light 
Association, there are 


approximately 20,000,000 
wired homes in the United 
States for which $500,000,000 


worth of electrical appliances 


offer the preferred dealer is 
the assistance of his mer- 
chandise specialist in plan- 
ning and carrying out sales 
campaigns. The number of 
these dealers must be lim- 


$ 
500,000,000 ited so that the wholesaler’s 


Annual Appliance Sales 





(exclusive of radio) is pur- 
chased annually. As the sat- 
uration point on all appliances, 
with the possible exception of 
flat irons, is still far distant, 
this market deserves the care- 
ful study of every wholesaler. 

The market is constantly 
being extended by the intro- 


Retail Stores in US of all Types (USCensus 1927) 


specialist will be able to de- 
vote sufficient time to each 
dealer to keep him con- 
stantly on the go. 

2. The elimination of un- 
profitable accounts. Next to 
bankrupt customers there is 
/ no way in which a whole- 
saler can lose money faster 





ANNUAL SALES * » 


1000,000 
Washing Machines 


duction of new appliances. 
Health lamps and exercisers 
have only recently come into 
the field. Sales of electric 
clocks jumped from 300,000 
in 1929 to 800,000 in 1930, an 





@ ae 
Electric 
Clocks 
1300,000 


Vacuum Cleaners 


» TYPICAL APPLIANCES than by expending sales 
= efforts on accounts that 
never have and never will 
show him a profit. There- 
fore a program of intensive 


selling requires that all 








almost incredible increase, es- 
pecially in view of a general 
decline in business. 

On pages 82 and 83 of this 
issue is a “Market Data Chart” 
which is a reference list of electrical merchandise. 
This chart shows the individual items for which each 
type of retail store is a possible outlet. The numbers indi- 
cate the relative importance of the different kinds of 
stores as retail outlets for each item. The purpose of the 
chart is to assist the wholesaler’s sales manager and sales- 
man to determine which types of stores in his territory 
can be profitably selected for intensive selling effort. 

Intensive selling in the resale market involves four 
definite objectives : 

1. The selection and development of preferred dealers 
handling the wholesaler’s entire line of appliances. These 
dealers should be carefully selected as to merchandising 
ability, financial strength and geographical location. In 
most cities there are one or more downtown shopping 
centers and also secondary retail centers scattered over 
the residential and suburban districts. The wide-awake 
appliance salesman will not overlook these outlying 
districts when he goes out after preferred accounts. 

The greatest inducement which the wholesaler can 
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That a tremendous volume of business is avail- 
able is well illustrated by this glimpse of the re- 
sale market. 


dealer accounts be checked 
over and those which are 
unprofitable because of 
small volume, slow pay, ex- 
cessive returns or any other 
reason, should be listed for special investigation. In cases 
where the only difficulty is small volume it may be pos- 
sible to sell additional items as shown on the market data 
chart on page 82 and thus build up the account so that 
the specialist will be compensated for the time spent in 
following this customer. All accounts which after 
investigation, are definitely classed as unprofitable should 
be dropped entirely from the salesman’s calling list. 

3. The further development of existing profitable 
accounts. It is quite evident that it is more profitable to 
sell an additional $100 of merchandise to an account 
already on the books than to open a new account with 
an initial order of $100. Therefore the third step in the 
intensive cultivation of the wholesalers local resale 
market involves checking up on all existing accounts to 
determine what items each is already handling. Then, by 
reference to the “Market Data Charts,” additional items 
can be selected which the salesman can present, a few at 
a time, until the particular retailer in question is handling 
all of the wholesaler’s lines which (Turn to page 64) 
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AS ummary of the 


ELECTRICAL 
=r: | (CONTRACTOR 


MARKET... 


PECIALIZATION is 
the salvation of the 
electrical contractor. 
Wholesalers can, most 
profitably, teach him how 
to specialize and how to 




















trical contractor has always been 

so closely allied with his whole- 
saler that the latter has gone too far in 
accepting him without becoming con- 
scious of him as an individual and as a progressive 
business man. It is doubtful if wholesalers in general 
realize that the electrical contractor has stepped out of 
the beaten, time-worn path and is now making rapid 
strides over the faster road of specialization. 

The trades, in effect, are no different than the pro- 
fessions in the fact that the general practitioner has been 
superseded by the specialist. The family doctor went out 
with the horse and buggy and today is replaced by the 
nose and throat specialist, the heart specialist, the special- 
ist in this and in that organ. The lawyer who ran the 
show from contract suits to criminal cases, has now most 
definitely confined himself to one branch of his profes- 
sion. So, too, has the electrical contractor, faced with 
competition from all sides, launched himself as a special- 
ist, and as a specialist he has found success. 

It is, however, necessary to emphasize at this point, 
the fact that all contractors cannot specialize on any one 
type of specialization to the exclusion of all others. Local 
conditions to a great extent determine the degree of 
specialization to which a contractor can indulge, just as 
it does with a wholesaler, but in any event, and regard- 
less of such local conditions, he must specialize to some 
extent on some class of installations if he is to be 
successful. 

All of this is here brought out because of the neces- 
sity for the electrical wholesaler and his men not only 
realizing the trend of this market, but also in preaching 
such trend to those contractors who are not as yet 
cognizant of it. 

Hand in hand with specialization must go intensive 
selling. The professional man, at present forced to 
refrain from written advertisements because of early 
abuses, must rely upon the oral testimonials of his clients 
or patients. The electrical contractor, fortunately, is not 
in such a position. He is free to advertise his ability to 
sell his knowledge, experience, and workmanship. He 
is not only free to do all this, but must do all this. And, 


P sicat on it is because the elec- 
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28 
Contractors for each Wholesaler 


Electrical Contractors in the U.S. 


$200,000,000Annus! Purchases of ( WEW CONSTRUCTION 
. Electrical 


Materials for 





REPAIRS AND 
MAINTENANCE 


INSTALLATION OF 
ELECTRICALLY 
OPERATED EQUIPMENT 


MODERNIZATION OF 
EXISTING WIRING 














The electrical contracting field with its annual volume 
of $200,000,000 presents a real opportunity to the whole- 
saler who believes in specialization. 


here again, the responsibility for preaching such activities 
rests on the shoulders of the electrical wholesaler and 
his salesmen. The motive may be selfish, and granted 
that it is, the wholesaling industry if it is to make the 
most of this field, must develop it. 

An outlet which represents today a volume of $200,- 
000,000 is deserving of the time and attention of all those 
reaching it. And, there is no doubt that if the contractors 
are thoroughly sold on the necessity for the adoption of 
specialization and also intensive selling methods, the 
volume can be materially increased. 
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Hxtent of the 
INDUSTRIAL M{ARKET 





- . are . 
—— ——— 


342,000 Industrial Plants Buy 34,000,000,000 KWH. 
19,000 Industrial Plants Generate 20,000,000,000 kwu 


$68,000,000,000 of fi 


Manufactured Products Require 54,000,000,000 
Kilowatt Hours Annually 
and 8,500,000 Industrial Workers 


NEW PLANTS Wiring Materials and 
ADDITIONS TO PLANTS Electrical Equipment 





1 Wiring 
2 Equipment 


3. Lighting Fixtures 


MODERNIZATION OF 
EXISTING PLANTS 











A consumption of 54 billion KWH indicates a 
vast market for wiring devices and current consum- 
ing equipment. 


contractor markets in that it is concentrated in 
a relatively few industrial areas. 
“Domestic Commerce,” 32% of all industrial purchases 
last year were made in 19 counties, an additional 36% 
in 93 counties and a total of 84% in 330 counties. 
Hence this is a field for specialization by only those 


, \HE industrial market differs from the resale and 


According to 


wholesalers located in industrial districts. This does 
not mean, however, that wholesalers in other territories 
should overlook any plants in their territories whose 
business is large enough to be profitable. 

The tremendous size of the industrial field is indi- 
cated by the illustration on this page. A consumption 
of 54 billion KWH indicates a vast market for the sale 
of wiring materials as well as current consuming appli- 
ances, apparatus and equipment which justifies special- 
ization by the wholesaler located in an industrial terri- 
tory. 

Another significant fact is that the 19,000 industrial 
plants generating their own current, consume over half 
as many KWH as central stations sell to its remaining 
342,000 plants. One of the first steps to be taken by 
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The modernization of industrial plants plus 
the idea of standardization opens up prac- 


tically a new market 


the wholesaler who wants to intensively cultivate his 
own industrial market is to determine how many of 
these 19,000 plants are in his territory. 

The chart on page 88 shows the McGraw-Hill 
classification of industrial plants which has received 
wide recognition and can well be followed by the elec- 
trical wholesaler in surveying his local market. Each 
type of industry has its peculiar requirements which 
can be profitably studied by the wholesaler. 

The Roland T. Oakes Co., of Holyoke, Mass., found 
that one type of industry predominated in its territory 
and consequently made a special study of the electrical 
requirements of paper mills as discussed in the Sep- 
tember issue of THE JOBBER’s SALESMAN. 

Intensive development of the industrial market re- 
quires, first of all, the determination of the individual 
plants to be cultivated. The smaller plants as a rule, 
do not have their own electricians and are served by 
local electrical contractors. Their purchases are too 
small to be profitable to the wholesaler and the logical 
method is to secure this business through the contractor. 
The next group of plants have a maintenance man but 
call in a contractor for all electrical jobs of any size. 
This group also can be reached profitably only through 
the contractor. The jobber’s industrial prospects should, 
therefore, be selected from among the larger plants who 
have their own electricians and deal directly with sup- 
ply houses. 

Many industrial plants send out requests for bids 
whenever they are in the market for supplies. It costs 
real money for the wholesaler to work up a quotation 
covering a multitude of items. Knowing that the order 
will be placed on a strictly competitive basis, he sharpens 
his pencil and even then is only occasionally the suc- 
cessful bidder. When the cost of preparing his unsuc- 
cessful bids is added in, it is quite evident that the 
wholesaler loses money on highly competitive business. 
He would be ahead financially if he made no attempt 
to secure it. 

Certain mill supply distributors have been successful 
in convincing individual purchasing agents that this 
method of buying is expensive for both the seller and 
the purchaser. They have persuaded the purchasing 
agent to determine the actual cost (Turn to page 52) 
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() portunities in the 
(JOMMERCIAL Mf ARKET 


Here is a field which is practically new, yet it 
is one that contains enormous sales possi- 
bilities 


less degree by the electrical wholesaler than the 

resale, contractor and industrial fields and yet it 
offers unlimited opportunities, especially for the sale of 
appliances and equipment. Hotels, hospitals, clubs, in- 
stitutions, and so forth, are accustomed to buy from 
supply houses. The electrical wholesaler cannot hope 
to reach them through his contractors, even for their 
maintenance requirements, for most of them have their 
own electricians. 

Maintenance purchases are largely due to constant 
alterations which necessitate changing in wiring. Fuses, 
conduit, wire and flexible cords are in quan- 
tity. Lights are burned long hours resulting in fre- 
quent lamp renewals. And, in addition, there are many 
commercial appliances which can be sold in this market 
as well as signal equipment and ventilating fans. The 
“What and Where to Sell” section in this issue suggests 
a long list of items for which the electrical wholesaler 
is the logical source of supply. 

In the case of new buildings, many of the items listed 
in this section are sold as part of the initial installation 
by concerns that take the contract for furnishing the 
complete equipment. But there are countless existing 
buildings which have never been completely equipped 
or in which the existing equipment is out of date and 
should be renewed. These existing buildings offer a 
real opportunity for the electrical wholesaler. 

Commercial electrical appliances are now being sold 
principally by the restaurant and institutional supply 
houses, but it is the firm belief of THE JopBer’s SALES- 
MAN that they rightfully belong in the electrical indus- 
try. However, the electrical wholesaler cannot expect 
to do a job on this commercial equipment unless he goes 
about it in a thorough and business-like manner. He 
sells both domestic appliances and industrial equipment, 
so why not commercial appliances ? 

We find many hardware and mill supply houses with 
electrical departments. So why should the electrical 
wholesaler hesitate to expand his activities to cover a 
field which is much more closely allied with his present 
lines than electrical supplies are to hardware or mill 
supplies ? 

A few wholesalers, especially in metropolitan areas, 
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Te commercial field has been developed to a far 












5,500 CLUBS 4 
CITY, COUNTRY AND BOAT 


8,500 HOTELS 
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25,000 RESTAURANTS 
WITH FINANCIAL RATINGS 


258,000 SCHOOLS 
30,000,000 CHILDREN - 











A few wholesalers especially in metropolitan areas have 
been awake to this market for some time and their activ- 
ities have proved highly profitable. 


have been awake to the possibilities of the commercial 
market for some time and their activities have been 
highly profitable. Special salesmen are used to cover 
this class of trade and in one case, at least, a salesman 
calls only on hotels and clubs. It cannot be expected 
that the salesman who is already covering the resale, 
contractor or industrial markets will be able to make 
any great headway in the commercial field. His time 
will not permit unless his territory is a small one, so 
the commercial market must be considered wherever 
possible as one which calls for promotional as well as 
sales work by some one individual directly responsible 
for results. 


In the chart shown on this page there is illustrated a 
few of the markets in the commercial field. In addition 
there are such outlets as: public institutions and build- 
ings ; theatres ; office buildings ; stores ; garage and service 
stations ; banks, and churches. All of these are constantly 
purchasing electrical equipment. It is sincerely hoped 
that the electrical wholesaler and his salesmen will start 
immediately to cultivate this market. 
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The Oo) election of 


Manufacturers’ Lines 


There are eight important factors 

which must be considered before 

deciding upon anew line. Wholesalers 

should carefully study the proposition 
from all angles 


alert for opportunities to increase his profits. 
Such opportunities may not always lie in the di- 
rection of increased sales. They may consist of reduc- 
tion of operating expenses, refusing of credit to unprof- 
itable accounts or the elimination or replacement of 
some line of merchandise. On the other hand new ac- 
counts or new lines of merchandise may present oppor- 
tunities for both increased sales and increased profits. 
Thus it is evident that the first question for the whole- 
saler to ask himself before deciding either for or against 
a new line of merchandise is “Will it increase my 
profits?” To properly answer this question requires 
the careful consideration of several contributing factors. 
Does this new line parallel merchandise already car- 
ried? If so, can enough additional business be obtained 
on the new line to make profitable the necessary added 
investment in inventory? Will the new line cut into 
sales and consequently profits on present lines? In 
other words, which will show 
the highest return on the cap- 
ital invested: taking on the 
new line; throwing out an ex- 
isting line in favor of the new 
one, or deciding against the 
new line? 


, \ HE progressive wholesaler is constantly on the 


The Selection of New Lines 
Involves the Consideration of 


sales factors to be considered before reaching a final 
decision, 

What will be the sales expense on this line? Can it 
be sold by the existing salesmen without resulting in a 
lessening of their efforts on present lines or will it 
require one or more additional salesmen? What local 
advertising, if any, will be necessary for the wholesaler 
to establish this line among his trade? Is the margin 
of gross profit sufficient to cover both operating and 
sales costs and still yield a satisfactory net profit? 

What is the competition on this line? How does it 
compare with similar lines now being sold as to price 
and quality? What superior features of design and 
construction does it offer? Are they sufficient to jus- 
tify the expectation that customers can be changed over 
to this line? What will be the competition on the line 
itself? Is the distributor offered an exclusive terri- 
torial franchise, will the line be handled by a limited 
number of distributors or will it be offered to all job- 
bers? If the manufacturer 
has a policy of limited but not 
exclusive distribution can the 
other distributors be expected 
to give proper competition. 

What will be the sales re- 
sistance on the proposed line? 
Has the manufacturer a repu- 





What return will the new 
line yield on the added invest- 
ment required to carry it? 
This involves a consideration 
of gross margin, size of in- 
ventory, warehouse space re- 
quired and the rate of turn- 
over which can reasonably be 
expected. If an analysis of 
operating costs alone indicates 
the line will not be profitable 
a negative verdict is apparent 
without even considering sales 
costs. If the verdict is vosi- 
tive from the operating stand- 
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Parallel Lines now carried 
Cost of Warehousing Line 
Cost of Selling Line 
Competition 

Sales Resistance 

. Sales Possibilities 

. Manufacturer’s Cooperation 
. Manufacturer’s Policy 


tation among the trade or is 
he unknown? If he has an 
established reputation does it 
extend to this particular line? 
Is the wholesaler already 
known to his trade as the dis- 
tributor of this manufactur- 
er’s other lines? 

What are the sales possi- 
bilities of the line? Should it 
result in additional business 
from existing accounts? Can 
it be used to secure new ac- 
counts? If so will the pur- 

(Turn to Page 68) 








point there are still several 
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WHOLESALERS 


An interview with 


I. A. BENNETT 


Vice-President, 
National Electric Products Co., 
Pittsburgh, Pa. 


66 HE electrical whole- 
[ae performs a very 
definite service for 
which there is a real demand in 
his community.” This was Mr. 
Bennett’s opening remark when asked to give his views 
on the electrical wholesaler to the readers of THE Jos- 
BER’S SALESMAN. 

For several years we have heard much of the passing 
of the wholesaler. It has been contended that he repre- 
sented an unnecessary link in the chain of distribution, 
that it was only a matter of time until he succumbed 
before the competition of retail chains and direct selling 
manufacturers. Mr. Bennett’s statement is a vigorous 
denial of this contention. 

If the electrical wholesaler did not perform a neces- 
sary function would the larger electrical manufacturers 
continue their policy of wholesaler distribution? The 
electrical manufacturers as a whole have not lost faith 
in the electrical wholesaler, nor is there any indication 
that they will if the wholesaler is soundly managed and 
keeps abreast of the times. 

What reason does the electrical manufacturer have for 
relying upon the wholesaler for his distribution and 
what does he expect of his wholesalers. I. A. Bennett, 
vice-president of the National Electric Products Corp., 
Pittsburgh, is one of the veterans of the electrical indus- 
try. His further views on the subject deserve serious 
consideration. 

Mr. Bennett says: “Espe- 
cially during the last decade 


By 
E. T. ROWLAND 


Marketing Counsellor, 
THE JopBer’Ss SALESMAN 


too small. Contrast this with 
conditions today when we have 
wholesalers operating success- 
fully within a 10-mile area. 

“The central stations also rec- 
ognize the fact that the wholesaler performs a necessary 
service. At one time they seriously considered wholesal- 
ing electrical supplies but decided against the idea. They 
realize that as the number of trade outlets in their com- 
munities increased it would become easier for people 
to buy those things which meant increased consumption 
of electricity.” 

There has been a great deal of discussion of the chain 
versus the independent wholesaler. With his character- 
istic clear thinking, Mr. Bennett gives us his views on 
this subject. 

“There is a very definite place in the picture for both 
the independent and the chain wholesaler. The chain 
house could not put the independent out of business, 
even if it wanted to, because the independent reaches 
classes of trade which the chain cannot. The chain house 
cannot hope to serve all classes of buyers without over- 
specializing. This over-specialization would result in ex- 
cessive operating costs which would prevent adequate 
profits. 

“There was a time in the growth of the industry when 
the larger wholesalers made a strenuous effort to drive 
their smaller competitors out of business by underselling 
them. The smaller wholesaler continued to do business 
in spite of this price compe- 
tition and the situation began 








the activities of the electrical 
wholesaler have constantly be- 
come more localized. When 
| first entered the electrical 
field there were only six elec- 
trical wholesalers in the en- 
tire country. Today there are 
about 875, including branch 
houses. When the first elec- 
trical supply house was 
pened on the Pacific Coast 

well remember it was gen- 
erally predicted that it would 


This is the first of a series of articles by 
leading independent manufacturers of electri- 
cal material who believe in the electrical 
wholesalers and the promising future which 
lies ahead of them provided they recognize 
their duties and responsibilities to their man- 
ufacturers, their customers and their industry. 


to look serious for the big 
fellows if they persisted in 
continuing their price war. 
“Tt is self-evident that no 
concern, regardless of its line 
of business, can exist unless 
it performs a needed service 
in its community and receives 
adequate compensation for 
performing that service. 
What service was the smaller 
wholesaler rendering that en- 
abled him to exist in spite of 
the efforts of his larger com- 





ail because the territory was 
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petitors to put him out of business? I decided to find 
out so made up a list of items and telephoned several 
houses as a prospective buyer. 

“And this is what I learned. The larger houses kept 
me holding the phone while they looked up prices and 
were indefinite as to just when their trucks could make 
delivery. On the other hand the smaller houses quoted 
prices without any delay, asked me to change my quanti- 
ties to even unit or standard packages and told me ex- 
actly when I could expect to receive the goods. Here 
was the answer. The smaller house was in a position 
to render a particular kind of service just because its 
organization was small, and certain buyers were willing 
to pay a fair price for this type of service.” 

Having justified his faith in the electrical wholesaler, 
Mr. Bennett turned to the subject of what constitutes 
sound management on the part of the wholesaler. All 
electrical manufacturers are vitally concerned with the 
way each wholesaler conducts his business. They expect 
him to operate in ac- 
cordance with sound 
business principles. 
Even though he per- 
forms a_ necessary 
function in his com- 
munity the electrical 
wholesaler cannot ex- 
pect to survive un- 
less he operates at a 
profit. If his whole- 
salers fail to make 
money the manufac- 
turer who has ad- 
hered to a policy of 
wholesaler distribu- 
tion will be com- 
pelled to admit that 
he has bet on the 
wrong horse and will 
have to seek other 
channels of distribu- 
tion. And this can 
be avoided by proper 
jobber management. 

In his long experi- 
ence with electrical 
wholesalers Mr. Ben- 
nett has found two 
weaknesses to be 
especially prevalent 
in the industry, both 
of them flagrant vio- 
lations of sound bus- 
iness principles. | 
First, does the 
wholesaler know his costs, does his accounting system 
permit him to secure data on each phase of his business ? 
Here are Mr. Bennett’s views on the subject. 

“While we can readily justify the existence of the 
electrical wholesaler both large and small, independent 
and chain, yet it is up to each individual wholesaler to 
prove his own right to exist. And he can only do this 
by building into his business a recognition of the service 
charge. In other words he must know what it costs him 
to perform each type of service which he renders and 
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! There is a very definite place in the picture for both the independent 
| and the chain wholesaler. 





he must charge accordingly for the convenience offered. 

“The cost of doing business in a territory of 25,000 
people is not the same as in a metropolitan area of three 
million. Yet we find the manufacturer who supports 
chain houses in both territories carrying the same prices 
into both cities, thus creating a situation where the proper 
cost of doing business is distorted and thrown out of 
order. 

“The industry has grown into a confused mass, com- 
bining the functions of distributor, jobber and retailer. 
One of its big difficulties is that the wholesaler does not 
realize the necessity for a separate and adequate service 
charge for performing each of these three functions. 
For instance, a wholesaler once came to me complaining 
that he could not secure a margin sufficient to cover his 
operating costs and leave him a fair profit. Asked if he 
was retailing, he said very positively that he was not, 
but that he operated on a strictly wholesale basis. He 
admitted, however, that he had two counter salesmen 
and sold in small 
quantities, even to 
broken packages, 
thus performing a re- 
tail function, but that 
he did not know what 
it cost him to handle 
this counter business. 
How, then, could he 
determine selling 
prices for this part 
of his business which 
would enable him to 
receive a profit from 
it? The answer to 
this question is obvi- 
ous to all. 

“When selling in 
small quantities the 
wholesaler is per- 
forming a service for 
which he is entitled 
to adequate compen- 
sation. When the 
large wholesaler fails 
to realize this fact he 
seriously interferes 
with his own market. 
When the small 
wholesaler fails to 
obtain the larger 
profit rate necessary 
to cover his retailing 
operations he, too, is 
out of tune. And, 
until the manufactur- 
ers themselves recognize this first principle, that the cost 
of rendering service is almost the exclusive feature with 
which they are contending, they can be held responsible 
for the largest share of the confusion in the picture 
today.” 

Can the wholesaler prosper when he takes business 
at a price which does not allow him a fair profit? Quite 
obviously he cannot, yet Mr. Bennett has found price 
cutting to be the second prevailing violation of sound 
business principles by the elec- (Turn to Page 74) 
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By J. J. BERLINER, B.C.S. 


_ Senior Member, 
National Accounting Systems 
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essentially personal. When the work of a sales 

department is directly dependent on a number of 
men whose personalities necessarily cover a wide range 
of types, strict organization is even more systematic. 
Hence the need of a system that keeps a daily, detailed 
sales record flowing into the sales manager’s office to be 
recapitulated and condensed, of course, into monthly and 
annual reports, which reports serve not only as a basis 
for the comparison of current with past results, but also 
for looking ahead—for sensing every little trend that 
might indicate the chance for an unusual increase in 
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r [ = relations of a sales manager to his men are 


Keeping ‘| ab on 
SALESMEN 


Systematic record keeping is abso- 

lutely essential if the work of 

each salesman is to be properly 
watched 


sales, or for avoiding a possible slump as compared to 
the corresponding periods of previous years. 

The method of tabulating the records of each indi- 
vidual salesman as described in this article has worked 
out very successfully for one concern. At the end of 
each day, each salesman reports his sales. The work of 
all salesmen is then assembled and given to the general 
manager on that day, thus, a sales report (Figure 1) is 
made. 

Each order is first checked to make sure that the 
prices, cost, credit, delivery promise and other details are 
correct. Then this daily report is analyzed and recorded 
both according to the salesmen and the items. Recapitu- 
lations of these daily reports are made up at the end of 
each month and are checked against the monthly sales 
report. 

The monthly sales reports are kept on cards (Figure 
2). On the back of these cards (Figure 3) are shown 
the total annual comparisons. 

Although the sales office knows exactly what each in- 
dividual salesman has done, the responsibility for his 
work is directly on the shoulders of the sales manager 
who knows all his salesmen personally. He knows how 
to help each man, how to make the individual application 
of sales policies and, often, how to qualify general rules 
to make them meet, most effectively, varying conditions. 

In case a sales organization aims to cover a large ter- 
ritory or the whole country, it is impossible for one man 
or a number of men for that matter in one place to keep 
in effective touch with all the salesmen, and it is com- 
paratively difficult to inject into a great number of sales- 
men at one time sufficient general “ginger” or pep to 
last them through a season. Such a system, further- 
more, keeps a salesman away from home a great per- 
centage of time, an objection that is met by the plan of 
having a resident salesman in different sections of the 
territory covered. 

Another important advantage of this sales system is 
the help it gives in planning a sales campaign. In addi- 
tion to scheduling general sales policies, plans for the 
year may be augmented or modified so that they will 
yield good results in each of the different territories. 
In this way, actual present conditions revealed by 
the sales records may be taken into account in planning 
sales for the coming period. (Turn to Page 64) 
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CASE STUDY NO. 2 








market development which is described in this 

issue is based on just two fundamental prin- 
ciples. These are first, the determination of his local 
markets by the wholesaler, and second, the application of 
selective and intensive methods of selling to these mar- 
kets. There is nothing involved or complicated in this. 
It simply means that the jobber must study his local 
outlets for his merchandise and determine upon which 
kind of outlets he will concentrate his selling efforts. 
This, of course, is only another way of saying that the 
jobber should specialize upon certain classes of trade. 
The extent to which he may specialize is determined by 
several factors such as the size and nature of his terri- 
tory, the lines which he handles and the extent of his 
financial resources. 

This idea of specialization is not new. It has already 
been adopted in varying degrees by many wholesalers. 
In the January issue there was described in detail the 
specialized selling methods used by a jobber in one of 
the larger metropolitan trading areas and submitted 
charts and data to show how profitable these modern 
methods were. 

The wholesaler discussed in this article is also located 
in a metropolitan territory. His case is both unique 
and instructive as it affords a direct comparison of three 
departments in the same jobbing house. Two depart- 
ments are composed of specialists and show a very satis- 
factory profit. The third department is not specialized 
but operates along the obsolete methods of order taking 
and aimless selling. This department quite naturally 
shows a loss. 

This wholesaler has two industrial specialists, two 
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merchandise specialists and two general supply salesmen. 
The following comparison of the profits of the three 
departments speaks for itself. 
Merchandise Indus- General 
Special- trial Supply 
ists Specialists Salesmen 
Average Gross Margin 28% 22% 22% 
Average Overhead Expense. . .18% 14% 25% 
Average Net Profit 8% 3% 


The total volume of sales of $700,000 is divided into 
approximately 50% industrial, 30% merchandise and 
20% general supplies. 

About half the sales of the industrial department are 
to central stations and the other half to industrial plants. 
This department devotes most of its sales efforts to cer- 
tain definite lines of merchandise and co-operates to the 
fullest extent with the various manufacturers’ repre- 
sentatives. It is successfully selling high tension distri- 
bution apparatus, including transformers, to central 
stations thus disproving the theory that electrical whole- 
salers cannot sell the central station. They also concen- 
trate on industrial lighting equipment, panel boards, 
electric tools and safety switches. 

Campaigns are conducted at intervals on various lines 
of commodities. A brief description of a recent indus- 
trial lighting campaign will illustrate how carefully the 
campaigns are planned and how completely they are 
followed through. 

First of all a carefully prepared list of industrial 
prospects was prepared and sent to the company’s light- 
ing equipment manufacturer. He in turn sent out 2,000 
direct mail letters which were followed up by persona! 
calls. Whenever a live lead was obtained a trial instal- 
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lation was made. Out of a 
total of 400 trial installations 
60% resulted in orders for 
complete installations and in 
every case the order was 
secured for the necessary 
wiring material as well as the 
lighting units. While most of 
the sales were made to indus- 
trials who were already cus- 
tomers of this house, never- 
theless they would not have 
purchased new lighting equip- 
ment had it not been for this 
campaign. 

The two merchandise spe- 
cialists work with about 400 
preferred dealers. These men 
are trained merchandis- 
ers. To them the sale of the 
dealer’s initial stock order is 
only an incident, most of 
their efforts being devoted to 
showing their dealers how 
they can sell the appliances 
which they have bought from 
them. Their results are highly 
satisfactory. 


The merchandise special- 
ists are sold on the necessity 
for carrying a complete line 
of samples. They find they 


cannot sell new appliances to dealers from pictures in 
catalogs. In every case they endeavor to have the dealer 
carry a representative line of their merchandise but they 
are careful to sell him only a limited quantity of each 
item so that he will not be overloaded but will secure a 


satisfactory turn- 
over on his appli- 
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30% OF TOTAL 
VOLUME 
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(Fut Time) 
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TOTAL 
VOLUME 
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GENERAL 
SUPPLY SALES 


20% oF TOTAL 
VOLUME 


2 ORDERT 
WORKING 
ALONE 


2 MFRS FALESMEN SPEND 
ALL THEIR TIME WITH WHOLE - 
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WORKING WITH 
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INDUSTRIAL 
DEPARTMENT 
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by this chart. 


Manufacturers’ Cooperation 
That manufacturers’ cooperation is necessary in 
a plan of intensive selling is clearly brought out 








10%. 


who to sell it to and how to 
sell it, the more confidence 
they have in the line. This 
confidence is absolutely neces- 
sary if the jobber’s salesman 
is to do a real selling job 
himself and, obviously, he 
has to do a real selling job in 
the face of his competition. 


This wholesaler does not 
overlook the value of adver- 
tising. He sends a calendar 
to his trade each month, 
issues catalogs and price lists 
and also advertises in a local 
paper. 

The volume of business 
done by his salesmen range 
from a low of $40,000 for 
one of his general supply 
salesmen to a high of $190,- 
000 for one of his specialists 
with an average about $115,- 
000 for all six men. This 
certainly proves that special- 
ization brings business. It 
also makes for increased 
profits. 

Lack of specialization in 
his general supply depart- 
ment actually costs this job- 
ber $4,200 a year or, in other 


words, it reduces the total profits of his house by almost 
This is certainly a severe penalty to pay for obso- 
lete selling methods. 
This is the way it works out: 
Two industrial specialists earn 8% on $350,000 vol- 


ume, or $28,000. 


Two merchandise 





ance inventory. 





As in the indus- 
trial department the 
merchandise spe- 
cialists work closely 
with the manufac- 
turers’ representa- 
tives on heating 
appliances, clocks, 
vacuum cleaners 
and other lines. It 
is quite evident that 
this wholesaler co- 
operates with the 
representatives of 
his manufacturers 





(oan unusual degree. 


MERCHANDISE DEPT. 
2 SPECIALISTS 


GROSS PROFIT ~~ 28% 
COST of DOING BUSINESS=18%} 


NET PROFIT +10% 





INDUSTRIAL. DEPT. 
2 SPECIALISTS 


GROSS PROFIT -- 22% 
COST of DOING BUSINESS-AY 


NET PROFIT + 8% 


GENERAL SUPPLIES 
2ZORDER TAKERS 


GROSS PROFIT -- 22% 
COST of DOING BUSINESS » 25% 


NET LOSS - 3% 








specialists earn 
10% on $210,000 


volume, or $21,000. 

Total profits 
from industrial and 
merchandise de- 
pattments— 
$49,000. 

Two general sup- 
ply salesmen lose 
3% on $140,000 
volume, or $4,200. 

How do these 
general supply 
salesmen work? 
They call on a large 
number of accounts. 








This results in his 
own specialists be- 
coming thoroughly 
familiar with each 
of their major lines 
ind, of course, the 
more they know 
itbout each line, 





Sales Organization Structure 


This particular wholesaler intensively sells the resale and 
industrial fields, and simply employs “order takers” to 
handle his general supplies. The result is that he is show- 
ing a most satisfactory profit of 10% and 8% respectively 
in the first two, and an absolute loss of 3% in the last. 


These are the less 
desirable prospects 
who are not worth 
the attention of the 
specialists. They 
buy principally on 
price. If the sales- 
(Turn to page 72) 
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Chicago 


McGivern has been appointed 

chairman of the membership 
committee of the National Electrical 
Credit Association for it forces into 
prominence, a man whose ability to 
step into leadership is in inverse pro- 
portion to his reluctance to be placed 
in the spotlight. 

“Mack,” as he is known to his 
friends, and “the Kingfish” as he is 
called by his associates and intimates 
in the Lake Michigan Club, is man- 
ager of the Chicago house of the 
Manhattan Electrical Supply Co. How 
he arrived at his present position, as 
described by himself with all his in- 
born humor, makes a most interest- 
ing story, but unfortunately, it takes 
a faster pencil than this writer has to 
catch upon a page his humorous, run- 
ning remarks and comments. His 
introduction in the interview ran 
somewhat as follows: 

“T was born at a very early age on 
a farm near Marengo, Ia., and started 
life quite young at that place. I have 
five brothers and four sisters, so that 
even on a large farm in Iowa, life was 
not lonesome. My father says that 
he should have some eternal reward 
for his forebearance in listening while 
six of his sons learned to become 
violinists.” 

In passing, it might be well to add, 
that no further reference will be made 
to the accomplishments of Mr. Mc- 
Givern on the violin, he prefering to 
emphasize his agricultural ability 
which included the title “Champion 
Bronco Buster of the County,” and 
“the Township’s Best Corn Husker,” 
he having at one time won a prize 
for that sort of sport. 


| T IS indeed good news that A. J. 


ETAILS are lacking on any fur- 
ther pranks or ambitions until he 
reached the second act of the seven 
ages of man,.where, unlike “the school- 
boy with his satchel and shining, 
morning face, creeping like a snail un- 
willingly to school,” he pursued his 
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MEN YOU SHOULD KNOW 


A. J. McGivern 


Manager, Manhattan Electrical Supply Co., 






“Plenty On the Ball” 


The people of this country have a fac- 


desire for knowledge 
with keen interest. And, 
we'll let him tell about 
the result. 

“My first engagement 
was in teaching a coun- 
try school, 50 pupils, 
ranging in age from 
four to 24 and embrac- 
ing all of the grades 
then known. When I 
reached the schoolhouse 
on that first Monday 
morning after wading 
through snow a foot 
deep for a mile and a half, the first 
problem was to get a fire started. 
When this was done, the room imme- 
diately filled with smoke. The stove- 
pipe was completely filled with soot, 
but that was only a simple obstacle, so 
I procured a ladder, took down the 
stove-pipe, emptied its contents on my 
wardrobe and on the floor, but of course 
got the stove-pipe cleaned perfectly 
and the fire roaring beautifully (some 
cartoonist should picture me on top of 
the ladder juggling that stove-pipe.” 


OVING to Chicago, Mr. Mc- 

Givern became interested in the 
electrical industry and so started his 
climb under Wm. H. McKinlock, the 
“daddy of them all in the electrical 
supply business.” The various moves 
on his business checkerboard included 
bookkeeper, handling credits, buying 
and, finally, manager of the Metro- 
politan Electrical Supply Co. 

In 1910 he hooked up with Frank 
Pierce and the Manhattan Electrical 
Supply Co., as sales manager of the 
supply division and radio sales. On 
May 1, 1927, he advanced to the po- 
sition which he occupies today. 

Mr. McGivern married Nellie Law- 
ler who according to “Mack” “was 
drafted from an Iowa farm because 
her experience and training qualified 
her to care for me in a way that 
would be in harmony with my own 
early training.” 





ulty all their own of twisting a natural 
phrase into a most descriptive one. Hav- 
ing “plenty on the ball” probably applied 
to ball players years ago. Today, it is used 
to pay a real compliment to the ability of 
a business man. 


No better words, therefore, could be 
used in expressing the background and 
leadership of A. J. McGivern. He has 
“plenty on the ball.” 


They have two children, Inez and 
Arthur. Inez has her A. M. degree 
from De Paul University and her 
teacher’s certificate from the Chicago 
Normal College. She also has, ac- 
cording to‘‘Mack”’, her father’s earlier 
ambition to teach school. Arthur is 
also attending De Paul where, be- 
tween football seasons, he is occupied 
in the study of law, having selected, 
according to his dad “the easiest and 
most certain route to fame and for- 
tune.” 

In the matter of hobbies, ‘Mack’s” 
chief diversion is golf. The old Bel- 
mont golf course, Chicago, incident- 
ally, the oldest west of the Alleghe- 
nies, was the scene of his first exca- 
vations. There, surrounded by such 
good friends as Nate Harvey, Walter 
Hoagland, Perry Boole, Fred Skeel 
and Art Selzer, who died last sum- 
mer, he spent his vacation days and 
there, too, he probably acquired his 
ability to entertain in inimitable fash- 
ion as an after dinner speaker. 

Mr. McGivern is loved and re- 
spected by all who know him. He is 
a staunch friend, a most interesting 
companion and a fair competitor. 








This Is Number 129 in 
Our Series of Prominent 
Wholesalers. 
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*A. J. McGivern 


Manager, Manhattan Electrical Supply Co., Chicago 
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SELL ELECTRICAL EQUIPMENT to INDUSTRIES 




















Cotton Mills 


Cotton mills offer a real opportunity for sales of industrial 
equipment, particularly lighting. This is an installation of 
lighting equipment made at Newberry, S. C. The name of 
the wholesaler was not available. 


Institutions 
That the electrical wholesaler is alive to the possibilities 
in this kind of field is evidenced by this installation of con- 
duit and conduit fittings in a library, which was_ sold 
through a jobber to a prominent university. 


Knitting Mills 

Knitting mills represent a large 
consumer market for electrical equip- 
ment. Here again, proper lighting 
is of utmost importance. Approxi- 
mately 25 to 35 foot candles were 
required on the inspection tables of 
this mill, which was sold through a 
wholesaler located in Portland, Ore 
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JUST OUT N\\\ 
A NEW BEST_ SELLER 


Bx 


“T.M.2"MO FOR STARTING 
SWITCH 


With Thermostatic Overload Protection 











For Use with motors up to 


2 H.P. 110-550 volts, polyphase 








This small toggle operated motor starter 
will appeal to industrialk—m achinery 
agents and manufacturers—and all users 
of small motor driven machines. 

Vv 

Small in size—sturdy—and a sure pro- 

tection against overloads. 
Vv 


Listed on new Catalog page 20A. 





Catalog No. 91367 


Be sure you have a sample. 


DOODOODD DOOD DOOODODDODOOOOODOD DOOODOODODOOO 


The “Circle T” Line 


Type "A" and "C" Indus- Open Knife Switches for Power in Industry) 


trial a leads Special Switches cage ved ‘ 

tor Starti wit . tr 
unr aed ianaely sedans Board) Pe ee 

operated ke Saneer Bor Dlstetbe- and other devices — all 
Entrance Switches tion System) listed in catalog No. 14 
Meter Service Switches "Flex-A-Power" Copy sent on request 
Panelboards (The Convenience outlet Sold Through Wholesalers 
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A GREAT 
OPPORTUNITY 


ee study of the new program just 








started by The Jobber's Salesman is worth 
careful study by every one of us. 


We are all partners in business and on our part we 
are planning to present one item each month on a 
double page in the Sepia Section which we believe 
to be of real interest with a brief review of its adapt- 
ability to specific requirements. 


This month we introduce one of the most attractive 
lines we have put out in many months. 


Get a sample—show it and you can get many a trial 
order. 


Sales effort on your part will result in finding a respon- 





sive market. 


] We solicit suggestions from every salesman who han- 
dles our line. Let us all join together to solve our 


A 
[U, mutual problems and to take full advantage of our 





wonderful opportunity. 


DODDOOOODODDODODODOODDODOHO OD DOOODODDOOO 
THE TRUMBULL ELECTRIC MFG. CO. 


A GENERAL ELECTRIC @ ORGANIZATION 





Branch Panelboard NEW YORK 
and Switchboard PLAINVILLE 803 Lincoln Bldg. 
Ludlow Kentucky CONN. BOSTON 
Drendell-Trumbull 1002 Statler Bldg. 
a PHILADELPHIA CHICAGO 
oo, Sree 200! W. Pershing Rd. 
A. G. Electric 511-519 N. Broad St. 

Mfg. Co. Division Detroit Branch 
Branch Switch, Switch- 415 Brainard St. 
board, and Panelboard 

Factories: SAN FRANCISCO 





Los Angeles Seattle ATLANTA 432 Fourth St. 
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SELL ELECTRICAL EQUIPMENT to INDUSTRIES 


— ores 


Institutions 


The equipment in this 
building, devoted to 
“Medical Arts” was fur- 
nished by the Graybar 
Electric Co., and = in- 
stalled by the Wright 
Cason Electric Co., 
Knoxville, Tenn. 


Weight Scales 


This plant, which man- 
ufactures weight scales, 
was sold its lighting 
equipment by a jobber’s 
salesman representing 
the Smith Brothers 
Hardware Co., Colum- 
bus, O. 


Carpets 
The carpet plants, like the knitting mills, require plenty of light as well as other 
electrical equipment. This particular plant was sold by the H. J. Gorke Co., 
Syracuse, N. Y. 









Ww we 


1 Ww I 


February, 1981 THE soBpBER’sfA)SALESMAN 27 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 















































R. M. WAGGONER 
Asst. Sales Manager 
Northeastern Territory 


R. G. ROBBINS 
Asst. Sales Manager 
Southeastern Territory 


R. 0. BARNES 
Asst. Sales Manager 
Chicago-Midwest Territory 
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1. F. WILDER 
N. Dak.—S. Dak. 


P. A. LOCKWOOD 
Me.—N. H.—Vt. 
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MEN YOU SHOULD KNOW 


The TOPNOTCH salesmen, the big money makers in the Electrical Sales Engineers to impart this knowledge to you, their intermediary 
Jobbing field, are the ones singled out by their customers to impart between factory and consumer. 

detailed knowledge of the lines they sell. The customer always 
seeks information. 


The STAR PERFORMERS in this class constantly seek knowledge 
of the lines they sell from their factory supplier and the supplier's 




















Minn.—Wisc. 











. NOACK 
Asst. Sales Manager 
Pacific Coast Ter. 





It will pay you as an individual to cultivate the acquaintance of 
these men. Make them work for you. That is their job and their 
ambition. Team work between you will put Hubbard Hardware 


, " ‘ re and Peirce Specialties over as never before. 
representatives. By diligent investigation they soon become clas- 


sified as “THE MEN WHO KNOW.” Become the fountainhead of information in your territory. Join the 
Hubbard and Company maintains a corps of thoroughly trained class of “THE MEN WHO KNOW.” 


Hubbald acomeany 


PITTS BURGH ” OAKLAND, CAL.“ CHICAGO 
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SELL ELECTRICAL EQUIPMENT to INDUSTRIES 


Dairy Supplies 

Here is an installation of reflectors 
made in a dairy supply plant manu- 
facturing bottle caps. The units are 
mounted 10 feet above the floor and 
spaced on 10x15 feet centers. The 
job was sold through the National 
Electrical Supply Company, Wash- 
ington, D. C., and installed by L. L. 
Hayes, contractor. 





Theatres 
On the right is an electrical instal- 
lation, switchboard, fuses, and so 
forth, made in a leading theatre in 
Philadelphia. This was sold by a 
prominent electrical wholesaler 
located in that city. 





State Institutions 


That state institutions can be 
sold by electrical wholesalers is 
again proved by these two photo- 
graphs of material sold to such 
an institution by the Wetmore- 
Savage Electric Supply Co, 
Springfield, Mass., and installed 
by Wise & Upson, electrical con- 
tractors. 


Ri AOE, EEE, BUTTE fei: 




















February, 1931 


THE JOBBER’S{AJSALESMAN 


29 





FOUNDED ON THE BELIEF TEAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


Clockdom’s 


LATEST SENSATION 


The Wonder Clock... Full Westminster Chimes. 
No Clutch, retaining spring or electric contact 


One of the smartly styled 
Sessions All-electric chime 
clocks. Genuine hand-rubbed 
Mahogany case with burled 
panels. Design proved to 
popular preference. Foolproof 


sealed-in-oil synchronous 


motor. No chime springs. No 
clutch. Chines 
Simple and trouble-free. Re- 
tails for $35.00. 


motorized. 


The uncanny precision of the syn- 
chronous electric clock. And more, 
far more! This wonder clock, the lat- 
est development of Sessions, re-creates 
the melody and the rich, lingering bell 
tones of famed Westminster Chimes. 
Every quarter hour it casts a spell of 
old world witchery about your home. 


It is the only all-electric chime clock 
without clutch, retaining springs or 
electric contacts. It tells time uner- 
ringly by means of a sturdy synchron- 
ous motor, sealed in oil, whose only 
function is to turn the hands precisely 
on the second. 


Its chimes are operated by a small 
separate induction motor, doing away 
with clutches, retaining springs and 
electric contacts. Both motors are 
powered through the same cord and 
plug. 


It is not an expensive clock. It costs 


CSSIONS 


"Clocks 


less than many a silent electric time- 
piece. The simplification achieved by 
eliminating chime springs, clutches and 
electric contacts assures more perfect 
operation and longer life. A great ad- 
vance in clock construction, its features 
patented and found only in Sessions 
clocks. More than a century of clock 
craftsmanship guarantees this wonder 
clock. 


Sessions’ new wonder clock is backed 
by National Magazine and Radio ad- 
vertising. It is already the fastest mov- 
ing number in many a clock depart- 
ment. 


A great wake-up item for your cus 
tomers. The entering wedge to a nice 
slice of clock business for you. Why 
not tie up to clockdom’s latest sensa- 
tion. Full particulars on request. The 
Sessions Clock Company, Forestville, 
Connecticut. 





| Etectrit | 



































She 


Jobbers Salesman 


W. J. McLAUGHLIN, L£ditor 





We 
Believe That— 


1 Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


3 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


4 Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 
wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est of the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 











Launching 
the Plan 


N this issue is presented THE JOBBER’Ss SALESMAN’S 
“New Plan for Market Determination and Market 
Development.” As has been stated in the an- 

nouncement, research work and case studies made by 

the staff during the past two years have not only 
revealed the need for the adoption of such principles, 
but also have clearly indicated that unless the inde- 
pendent wholesaler and the independent manufacturer 
adopt them, the industry can make no further prog- 
ress. This issue of the magazine is devoted to the 
markets themselves, pointing out the vast potential 


fields for business which are being overlooked today. 


These are the markets which must be intensively cul- 
tivated and sold if the wholesaler is to survive. 

“Case Study Number One” which appeared in the 
January issue, produced considerable comment, for 
it brought out most forcibly what can be accomplished 
by a wholesaler when he adopts the principles of in- 
tensive selling. “Case Study Number Two,” appear- 
ing on pages 18 and 19 of this issue, again throws 
light on the situation. And no wholesaler, if he hopes 
to remain in business on a profitable basis, can afford 
to overlook their significance. 

As a tie-in with this plan, several new features 
have been introduced this month. The “Sepia Sec- 
tion” of the paper, heretofore devoted to ‘News in 
will from now on contain photo- 
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Views of the Day, 
graphs illustrating the application of electrical equip- 
ment to industry. These photographs, together with 
the information which is available, will impress upon 
jobbers’ salesmen the value of contacting this huge 
market, and the results obtained by other salesmen 
who are now alive to its possibilities should be a stim- 
ulant to all. 

On page 81 there is found a “What and Where to 
Sell” section which will now be a permanent feature 
of the paper. The “old timer” may not feel the need 
of such assistance, but there are many younger men 
in the industry who can carry the current issue with 
them for the entire month with distinct advantage to 
themselves. 

In the “Resale Market” the 24 classifications of 
outlets for electrical merchandise are listed, together 
with the commodities available to such outlets. These 
commodities are so keyed as to indicate their best and 
most logical resale outlets. 

“The Contractor Market for New Construction 
Work” is given and is so arranged as to cover all the 
requirements for any installation of this nature, 
together with the necessary tools to complete the job. 

“The Contractor Market for Lighting Equipment, 
Maintenance and Repairs, and Installation of Equip- 
ment” is also given in detail. 

This is followed by the comparatively new, yet tre- 
mendously important “Commercial Market for Elec- 
trical Equipment.” Already wholesalers are employ- 
ing “specialists” to intensively sell equipment to this 
market and their results are proving infinitely worth- 
while. 

“The Industrial Market” is a most fertile field, par- 
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ticularly when the modernization of plants is making 
such headway. For the convenience of jobbers’ sales- 
men, there is listed in this section, the wiring and 
maintenance items, together with the equipment items 
which can be sold to this field. 

Sales managers are urged to study this section with 
their salesmen and to impress upon the latter the value 
in carrying the magazine with them on every call so as 
not to overlook any item which can be sold to these 
four fields. 

It is sincerely hoped that with the entire plan before 
the industry, together with the additional important 
help furnished editorially by THE JoBBER’s SALESMAN 
the wholesale branch of the electrical industry will 
resume its proper place in the distribution of electrical 


material. 
*x* * x 


Radio Wholesalers 
Meet 


HE annual convention of the National Federa- 

tion of Radio Associations and the Radio Whole- 

salers’ Association will meet in Indianapolis on 
February 16 and 17. Two subjects of outstanding 
interest to the latter group are scheduled for discus- 
sion. The first is that of pricing and equipping radio 
sets with tubes. The second is to find an answer to 
H. G. Erstrom’s question, appearing on page 59 of this 
issue, “Where are we going?” 

Both subjects are of utmost importance to the whole- 
saler and as a consequence, it is essential that a maxi- 
mum attendance be on hand in order that final decisions 
reflect accurately the opinions and viewpoint of the 
industry. 

Every wholesaler handling radio merchandise is 
urged to attend this convention. 


x *k x 
An Impending 
Seller’s Market 


ANUFACTURERS are sounding warning that 

the end of the depression is likely to find 

wholesalers and retailers totally tnprepared 

to handle properly even a moderately normal demand 

with the result that the industry will find it has created 

i “Seller’s Market.” “It is obvious,” they say, “from so 

many orders being received by factories for direct 

hipments to retailers that the wholesalers’ stocks are 
caching a dangerously low point.” 

It will be recalled that the same situation prevailed 





in 1919 and 1920 when business was thrown into a 
“Seller’s Market” with the consequent dissatisfaction 
of customers, salesmen and executives. 

As stated by one manufacturer, “One of the most 
unfortunate things that can happen to a merchant, next 
to having goods in stock with no demand, is the devel- 
opment of a liberal demand with no stock. With stocks 
depleted and factories closed down or running on part 
time, the country is in no condition to cope with another 
‘Seller’s Market.’ Wholesalers can contribute to the 
avoidance of another debacle of this character by urging 
their retailers to bear these facts in mind and, by them- 
selves preparing in advance against the time when de- 
mand will again exceed supply.” 

There is, apparently, a phase of this question which 
manufacturers are overlooking. And that is the ques- 
tion of credit. The wholesaler who stocks in order to 
avoid such a condition and who sells his retailers for 
the same reason is going to be forced to carry too many 
dealers on his books. 

Wholesalers, it seems, are “on the spot.” Which 
action is preferable, to buy and sell cautiously and main- 
tain credit, or to buy and sell liberally to avoid a “Sell- 
er’s Market,” and in doing so, get into credit difficulties ? 

That is the question and the answer, it seems, is not 
so much in preparing for a “Seller’s Market” as it is 
to determine the full extent of the available market and 
then to inject intensive selling methods in that market. 
Intensive selling will not only move stock, but if carried 
through as it must be with assistance to the retailer, it 
will move such stock all the way down the line under 
healthy credit conditions. And that seems to be the 
practical manner in which to view the present situation 
and the logical manner in which to meet it. 


* *« 


A Word of 
Caution 


T IS felt that manufacturers and wholesalers alike 
are resorting to false economy in disturbing their 
sales organizations. While it is a “Buyer’s Market” 

so far as sales talent is concerned, it is an expensive 
practice to train men for particular commodities and 
territories. Unless a man’s sales record is poor and that 
can be ascertained in good times as well as in periods 
of depression, executives should think twice before 
releasing him in the interest of economy. Give the 
salesman a selling plan instead of the “blue slip.” He 
needs all the breaks he can get at the present time. 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to “The Jobber’s Salesman,” by Wholesalers, on Market and 
Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 








EASTERN STATES* CENTRAL STATES® WESTERN STATES* 
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Telephone equipment 






































clolololole|colololololole}alo|o|wloleo|olole [Higher 
ololofo|wloje|-|oleololole|wjecloljejoljelel|o Higher 


o| o} « o of =| ajo|H|e w| |e 02 | 1s pit x ww ole o}-= |Good 




















ae —_— i 


1 0 





ALL 22 LINES COMBINED 





Good Fair Poor Good Fair Poor Good Fair Poor 
Dec. 15, 1930.—Jan. 15, 1931 13% 44% 43% 10% 50% 40% 15% 47% 38% 
Same Period Previous Month.......... 12% 50% 38% 16% 45% 39% 13% 55% 32% 
Same Period Year Ago 27% 45% 28% 23% 47% 30% 32% 46% 22% 















































*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western 
States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas 
Central States include all between. 
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P&S ALABAX 














































New York Central Building 
New York City 


Equipped with over 2,000 P&S ALABAX Porcelain Light- 
ing Units. 


There are designs for residential, institutional and com- 
mercial purposes which are profitable for jobber and dealer. 


QUALITY IN EVERY DETAIL 





Manufactured By 
PASS & SEYMOUR, INC. 
Division "J" 


SOLVAY STATION SYRACUSE, N. Y. 
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How Would 


You Handle 


This Situation’ 


‘sBN a large distributing 
| center of extreme im- 
portance you are sud- 
denly confronted with the fact 
that the independent wholesale 
house that has handled your 
line for many years sells out 
to one of the chains. The sale 
requires the loss of your busi- 
ness, amounting to many thou- 
sands of dollars per year. Be- 
cause of the nature in which your line is sold, you are 
not able to secure support from any of the other whole- 
salers in the city. There are six quasi jobbers in the city, 
none of which are strong financially. There are four 
recognized independent jobbers, all of which have had 
arrangements with competitors of yours for many years 
standing. There are now three chains, all of which you 
cannot sell. As sales manager of the company who is 
confronted with the situation, how would you attempt 
to solve it ?” 


A Lost Jobber Is Not a Lost Dealer 


\We have your letter of January 24th in reference to 
the jobbers which we have lost through purchase by the 
syndicates. 

| guess we have been affected by this condition just 
about as much as anybody in the range line and there 
seem to be two or three solutions to the problem, Tak- 
ing all in all I think our condition has been improved 
for in a number of cases we lost jobbers who were going 
to seed but didn’t know it. In only one instance have 
we failed to substitute a distributor for one we have lost. 
That is in Pittsburgh. In several instances we have sub- 
stituted smaller jobbers who had all of the pep of youth 
and have added also hotel and restaurant equipment dis- 
tributors and building supply distributors. 

\Ve find also that in very few cases do we lose our 
retail dealers along with our jobbers and we continue to 
seli the retail dealer until we line up a new jobber. We 
consider that our original jobbing connections even those 


ing at the left. 


would be 


Several manufacturers have answered 
for us the rather difficult question appear- 


It occurs to us that such questions pub- 
lished monthly together with their answers 
interesting and _ instructive. 


What is your answer to the question 
printed below? 


who were bought out from 
under us were the ones who 
established our distribution at 
a very low sales expense and 
we usually thank them and bid 
them adieu smilingly and turn 
the business over to a new job- 
ber who is struggling for a 
foothold. It is practically im- 
possible to break loose a Stand- 
ard dealer once he has started 
with Standards. That’s what we are shooting at, lots of 
Standard dealers all over the country. 
CHARLES A. PIERSON 
President, Standard Electric Stove Co., Toledo 


Manufacturer Will Not Pass Up Good Market 


The question that you ask is not a vital one to the 
Frank Adam Electric Co., for the reason that we do not 
have an exclusive jobber policy. 

By this I mean that we do not select certain jobbers 
in a community as distributors and then sell only through 
these jobbers. Our method is to do the selling job very 
largely ourselves and then permit the contractor to name 
his supplier and we will bill through any legitimate elec- 
trical jobber. These jobbers may be either independent 
or one of the chain jobbers. 

We have felt that this method of handling our sales is 
necessary, first, because it permits us to control to a large 
extent our own sales and leaves us more independent of 
the jobber than where there is an exclusive jobber ar- 
rangement. Second, it avoids the possibility of our doing 
a lot of engineering and sales work on the job and then 
having to lose the order merely because the successful 
contractor refuses to do business through a particular 
jobber. 

Then as a general proposition this method makes it 
unnecessary for us to recognize a lot of these so-called 
“quasi” jobbers, as you may put it, for the lack of better 
outlets. 

You asked me what we would do (Turn to page 72) 











channels? 





- WHAT WOULD YOU DO? 


yo are a jobber located in a city having a population of approximately 60,000. There 

are three chain organizations in the city and one independent jobber. Three well financed 
large contractors are at present enjoying jobbers’ prices from certain manufacturers on major 
lines. The situation has come about chiefly because these contractors wanted the products 
of the manufacturers who could not secure support from the local wholesaler. 

The purchases of the three contractors represent a large portion of the existing business 
in the community. It is believed that this business rightfully belongs to the jobbers. What 
would you do to restore the business now being placed direct by the contractors to jobbing 
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Okonite Products 


OKONITE 
INSULATED 
WIRES AND 

CABLES 
VARNISHED 
CAMBRIC 

CABLES 

OKONITE 
INSULATING 

TAPE 
MANSON & 
DUNDEE 
FRICTION TAPES 

OKONITE 

CEMENT 
OKOCORD 
OKOLOOM 


Okonite-Callender 
Products 
IMPREGNATED 
PAPER CABLES 
SUPER-TENSION 
CABLES 
SPLICING 
MATERIALS 
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NEws 


from the Wholesale Field 





Karr Parker Heads Buffalo 
House 

Karr Parker was elected president 
of McCarthy Bros. & Ford, Buffalo, 
N. Y., at a meeting of the board of 
directors. For 16 years Mr. Parker 
has been in the employ of the com- 
pany as electrical engineer, engineer- 
ing manager, treasurer and _ vice- 
president. He succeeds the late 
Edmond D. McCarthy as president. 


k *K * 


Heart Attack Claims Union 
Electric President 

Mervyn F. Falk, president of the 
Union Electric Supply Co., Provi- 
dence, R. I., died suddently in the 
company’s office following a_ heart 
attack. He succumbed within an 
hour after a physician had_ been 
summoned. 

Mr. Falk the incor- 
porators of the Union Electric Sup- 
ply Co. when it was organized in 
1911 and was recognized as one of 
the most energetic figures in the 
electrical supply business in New 
England. Previously he had been as- 
sociated with the Sprague Electric 
Co., New York. He is survived by 
his wife and by a son, William Falk. 


was one of 


2K * *K 


Burghardt Out of Appliances 

Burghardt & Hauff Electric Co., 
Seattle, Wash., is closing out its appli- 
ance lines and in the future will con- 
fine its activities wholly to supplies. 
They are of the opinion that by spe- 
cializing in the supply end and giving 
the closest possible attention and the 
last degree of service to their con- 


element in the industry. 


¥ HE Jobber’s Salesman” maintains men in the field, it sends out monthly 

“what’s the news sheets” to every wholesaler and it gladly receives 
voluntary news contributions and snapshots from wholesalers and their 
salesmen. All this enables it to reflect from month to month the personal 
Your co-operation is solicited in making this 


human side of the magazine more interesting. 


tractor and industrial customers, they 
will profit more in the end. They also 
will go after the lamp business ener- 
getically as in the past and have a 
lamp department headed by H. L. 
Wilson. R. D. Burghardt is presi- 
dent and sales manager of this com- 
pany. 
* * *K 


New Features at Wholesale 
Electric 

Among the unique features of the 
new quarters of the Associated 
Wholesale Electric Co., 1111 Santee 
Avenue, Los Angeles, is the method 
of displaying its street lighting units. 
The main floor of the two - story 
building has a mezzanine at the rear 
of it. On the railing of this mezzan- 
ine the street lighting units are set 





up. They can be seen from the floor 
below or examined more closely from 
the mezzanine. 

On the main floor in the display 
quarters the shelf stock is kept. The 
offices are on the second floor. The 
large stockroom at the rear occupies 
three floors with heavy, pole - line 
hardware and pipe stock on the main 
floor which is served by a truck en- 
trance at the rear. Lamp stocks are 
kept on the mezzanine and package 
goods on the second floor. 

* 24s 


Ford Brass Changes Name 
The board of directors of the 
Ford Brass Co., Springfield, Mz«., 
announces that the corporate name 
has been changed to the Ford Elec- 


This is a company down in Peoria, Ill., where they give a picnic every yea! 
and have lots of other fun, yet always manage to ring up a big volume of busi 


ness, the Kiefer Electrical Supply Co. 


Left to right: W. R. Kiefer, president 


and treasurer; Eunice N. Kiefer; Albert Kiefer, Jr.; Henrietta Houlihan; Ear! 
Lyle; Helen Frietsch; Fred L. Newton; George H. Feldcamp, Westinghouse 
Lamp Co., and D. E. Kazar, sales manager. 
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The earlier you 
start the more 
profits you will 
make in 1931 





American Blower Sales & Advertising Plan Book 


ONTAINS acomplete selling andmerchandising plan ventilating equipment, or are not selling ventilating 


... Samples of direct mail material . . . photographs equipment of any type, you cannot afford to be without 
of dealers’ sales helps . . . and a hundred odd things that this book. It will open new channels of trade and profits to 
will be invaluable to you. Mail the attached 








you in increasing your e ] coupon today. Let us 
sales through dealers. f \merican ower send you a copy of the 
If you are at present Be CONDITIONING, DRYING, MECHANICAL DRAFT American Blower Blue 
selling any line of manuractunene oF act rvoee oF aie GEM wanoune equiemany omcswe = oo fre of charge. 








AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Michigan 
I am interested in receiving a copy of your Blue Book. 


Name 





I Firm Name 
Street & Number 
City State (1107) 
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You know it 
... But do yo 


O you realize how well you are equipped to 

meet competition when you rely on the 

friendly arm of Cutler-Hammer to help you? 

Cutler-Hammer prestige—the general acceptance 

of all electrical products bearing the Cutler-Hammer trade. 

mark—works always to the advantage of the Independent 
Wholesaler. 

Do you realize the majority of Motor Control users prefer 
Cutler-Hammer? C-H Control is the result of over thirty years 
pioneering experience on motor control problems. It has been 
standardized in design—in packaging—in labeling, for “over 
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is a friendly arm 





the counter” selling. C-H Control is widely advertised 
in the national and technical magazines. All your indus- 
trial customers and many of your dealers are prospec- 
tive control buyers. 

Do you realize the Cutler-Hammer line of Safety 
Switches and Meter Service Switches is one of the most 
complete lines you can handle? And collectively, C-H 
Switches offer advantages which cannot be duplicated! 



























C-H 4111 Industrial 
Duty Safety Switch 


Designed to Cutler-Hammer 
standards for quality, conveni- 
ence in wiring, and economy of 
space. Type “A” design. Inter- 
locked safety cover. Rated from 
30 tO 1200 amps. 125 to 575 
volts. 2, 3 and 4 pole. 





WIRING DEVICES - 


C-H 7291 Lock-Type 

‘*Rubber-Mounted”’ Toggle Switch 
Totally enclosed in Thermoplax .. 
remarkably quiet action. Mechanism sets on 
springy rubber pads. Self-cleaning contacts... no 
bouncing or pitting. Single and double pole, three 

and four way types. Single pole illustrated. Fits 
unde’ plates. 


CUTLER. 


\ =a 
MOTOR CONTROL .- 


Realize its Strength? 


New—in design, in packaging and labeling, this 
Safety Switch line lives up to Cutler-Hammer standards 
in every particular. 

Do you realize the high standing of Cutler-Hammer 
Wiring Devices? Despite the drop in building con- 
struction, sales of Cutler-Hammer Wiring Devices 
through distributors in 1930 equalled those of 1929. 
The line is complete for every need and is constantly 
being improved. Each new item shows unquestionable 
proof of the Cutler-Hammer ideal of supplying you 
with “better than just good enough.” 

To you, as an Independent Wholesaler, Cutler- 
Hammer is the Name with the prestige you need. 
Grow with Cutler-Hammer by handling and pushing 
C-H Products. 


CUTLER-HAMMER, Inc. 


Pioneer Manufacturers of Electrical Apparatus 
1286 St. Paul Avenue 
MILWAUKEE, WISCONSIN 


C-H 9586 ‘“‘AAA”’ Twin- 
Break A. C. Starter 


A new, improved 5 h. p. across- 
the-line starter with 1 4 vital fea- 
tures including contacts which 
neither bounce, weld, nor burn. 
The starter which is almost im- 
perishable electrically, lasting 
for years longer than ordinary 
starters, virtually eliminating 
maintenance. Thermal over- 
load relay provides absolute 
motor protection. Rated up to 
7h. p. for 440 and 550 volts. 






. dust-proof.. 


AMMER 


SAFETY SWITCHES 
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DUSTRY. 
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THE GREENVILLE Textile Supply 
Co., Greenville, S. C., announces the 
addition of A. J. Ezell as radio sales- 
man for lower South Carolina. 


Cuarctes WILEy, for the past 10 
years with the Incandescent Electric 
Supply Co., Chicago, is now cover- 
ing the city of Minneapolis for the 
Blaine Electric Co., St. Paul, Minn. 


Cart J. Grandy, formerly with 
George Richards & Co., is handling 
the Fox River Valley territory for 
the Westinghouse Electric Supply 
Co., Chicago. Edward Defontaine 
has been transferred from the ware- 
house to the counter. 


JosErH DEAN, who comes from the 
McGraw Co., has been employed by 
the Electric Supply Co., Des Moines, 
[a., as a salesman. 


Sam AARONSON and Irving Strauss 
have been promoted to counter and 
order telephone clerks at the Reno 


Sales Co., Inc., Brooklyn, N. Y. 


Worp coMEs from the Sager Elec- 
trical Supply Co., Salem, Mass., that 
George Chaisson, who was employed 
as an “extra” for the Christmas rush, 
is to stay on and learn the business. 


THE Jersey State Electric Co., 
Elizabeth, N. J., reports that Law- 
rence Gelber, David Robertson and 
H. Howard are new countermen with 


this house. 


PauL Cooper is the most recent 
addition to the sales force of the 
Morrison Electrical Supply Co., New 
York. 


J. E. LAMbpEN has recently joined 
the Monumental Electrical Supply 
Co., Baltimore, as a salesman. 


C. R. Easton of the Electric Corp., 
Seattle, Wash., is nominally on the 
city desk, but has many strings to his 
You are just as likely to find 
him at work in the shipping room on 


bow. 


rush orders, wiring up a buzzer on 
the front door to warn him of the 
stealthy approach of a customer if 
he should happen to be out in the 
shipping room, or performing the 
many tasks of an indispensable gen- 
eral utility man. He has been with 
the company four years and finds the 
electrical wholesaling business to his 
liking. 


A. E. Barp is taking care of the 
northern Oklahoma and_ southern 
Kansas territory for the Westing- 
house Electric Supply Co., Okla- 
homa City, Okla. Mr. Bard is an 
experienced jobber’s salesman, hav- 
ing been in the business a good num- 
ber of years. 


Tue Linotey Electric Supply Co., 
Philadelphia, has employed a new 
salesman, Jack Tickner. Previous to 
this connection, Jack was _ located 
with the Burgess Battery Co. 


Two NEw men, Horace Terry and 
Gus. Becker, have been retained by 


the Germantown Electric Supply Co., 
Philadelphia, Mr. Terry as salesman 
and Mr. Becker as counterman. 


T. DoyLe has been transferred 
from his counter job to outside sales 
at the Sager Electrical Supply Co., 
Lynn, Mass. Austin Teach is a new 
counterman in the appliance depart- 
ment. 


R. H. Hornpacnw has recently 
joined the sales ranks of the Repub- 
lic Electric Co., Davenport, Ia., and 
is covering the company’s northeast- 
ern lowa territory. 


Howarp D. Adams is to travel the 
northeastern Ohio territory and the 
cities west of Cleveland, but adjacent 
thereto, for the P. and A. Electric 
Supply Co., Mansfield, O. Mr. 
Adams comes from the Westing- 
house Electric Supply Co., Cleve- 
land, O. 


L. P. Ltoyp and W. E. Frame are 
new members of the sales force of 
the Elliott-Lewis Electrical Co., Phil- 
adelphia, and they will specialize on 
Copeland refrigerator sales. Robert 
H. Keil has been placed in charge of 
the service on this line. 


A NEw salesman, C. McCommon, 
has been employed by the Columbia 
Electric Supply Co., Detroit, Mich. 





The General Electric Supply Corp., Baltimore, formerly the Southern Electric 
Co., is one of the oldest electrical supply companies operating in this territory. 
The old Southern Electric Co. was incorporated in 1896, distributing its products 
in the states of southern Pennsylvania, Delaware, Maryland, Virginia, West Vir- 


ginia and North Carolina. 


Standing is Wm. C. 


Hurley, service manager, while 


seated, left to right, are: B. J. Dischinger, sales manager; W. H. Coleman, man- 


ager, and Louis Lohrfink, financial manager. 


All of these men have been with 


the company more than 15 years and are well versed in the activities and prob- 


lems of the company. 
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he Answer” 


HERE is no side stepping the fact that in addition to the 

low swing of the business cycle certain other difficulties 

have beset the Electrical Jobber for some time past 
inevitably affecting the Electrical Industry as a whole. 


A refusal to examine conditions as they actually exist and 
assume an attitude of unfounded optimism is as foolish as 
the ostrich who hides his head in a hole as a means of avert- 
ing approaching danger. 


The quickest way out of any difficulty is to face facts fairly 
and squarely. 


A logical solution to these difficulties and problems has been 
worked out in THE JOBBER'S SALESMAN'S "New Plan for 
Market Development”. 


This plan is the result of over a year of study, countless inves- 
tigations, research and large expenditures of money gath- 
ered and then focused in this plan by some of the best and 
ablest men in the Electrical Industry. 


The jobber who fails to immediately adopt this plan and put 
it to work is passing up the greatest contribution that has 
ever been made fo the selling end of the Electrical Industry. 


We heartily urge every one of our distributors to put the 
principles of this new plan into operation at once, for it is 
the complete answer as to how to get back on the road to 
satisfactory business and profits for the Electrical Jobber. 


In the operation of this plan you can depend on Paranite 
Products, Paranite Armored COLLARED Cable, Paranite 
Flexible Steel Conduit, Paranite Armored Leaded Cables 


and Paranite Armored Lamp Cords to put your house across. 


Of course all Paranite Products have been approved by Un- 
derwriters' Laboratories. 


PARANITE 


“If It’s PARANITE It’s Right” 
INSULATED WIRE and CABLES 






































INDIANA RUBBER AND INSULATED WIRE CO. JONESBORO, INDIANA 
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The electrical industry of Newark 
was represented at a golf party last fall 
by the following, from left to right, back 
row: John Caffery; H. Beattie; Walter 
Mulhall; Chas, Gurney; Bob Beller, and 
Ralph Tucker. John 


In the front are: 
Messer; Harvey Flemain, and Frank 
Ames, 


The gentleman wtih the eye- 
shade is unidentified. 
Changes in Personnel 

News coMeEs from the Midwest 
Electric Co., Inc., Minneapolis, of the 
appointment of C. H. Sipes as sec- 
retary and treasurer of the company. 
Mr. Sipes was previously associated 
with the Northland Electric Supply 
Co. in the same capacity. David A. 
Mandel is now connected with the 
Midwest Electric Co., Inc., as vice- 
president and sales manager. Mr. 
Mandel comes from the Blaine Elec- 
tric Co., St. Paul. 


Tire Reno Sales Co., Inc., Brook- 
lyn, N. Y., announces the promotion 
of Morris Sloan to head of the 


Mazda lamp department. 


O. G. CHAPMAN, formerly general 
manager of the Nelson-Beckman 
Electric Co., Cadillac, Mich., is now 
associated with the Ackerman Elec- 
trical Supply Co., Grand Rapids, 
Mich., in the capacity of credit man- 
ager. 

THE RESIGNATION of M. S. Reber 
on December 31, 1930, has been an- 
nounced by the Electric Supply Co., 
Tulsa, Okla. 

* ok * 


Jobbers Active in Associations 
W. J. BerryMAN, manager of the 
electrical department of the Mine 
and Smelter Supply Co., at Salt Lake 
City, was elected vice-president of 
the Electrical League of Utah at the 
last board meeting of the league. 


THE GRAYBAR Electric Co., Inc., 
Providence, R. I., reports the election 
of A. Schwenck, manager, as chair- 
man of one of the advisory commit- 
tees of the Providence Chamber of 
Commerce. 


ALLAN D. Graham, vice-president 
and general manager of the Tri State 
Electric Co., Sioux Falls, S. Dak., 
has been elected to the board of edu- 
cation in this city. 


ANNOUNCEMENT comes from the 
Loch Electric Co., Columbus, O., of 
the election of A. E. Loch, president 
and general manager, to vice-presi- 
dency of the Electric League of Co- 
lumbus. 

E. I. JoNes, manager of the West- 
inghouse Electric Supply Co., Okla- 
homa City, Okla., has been appointed 
chairman of the program committee 
of the Manufacturers and Jobbers 
Association. 


AnpDrREW S. Greenfield, president 
of the Greenfield Electrical Supply 
Co., Brooklyn, has just finished a 
two year term as president of the 
Exchange Club of Williamsburg. 


THE FALtts EQUIPMENT Co., 
Niagara Falls, N. Y., announces the 
election of H. S. Steele as president 
of the Niagara Falls Lions Club. 

ok * * 


Lines Added by Wholesalers 


MINE AND SMELTER SuppLy Co., 
Salt Lake City—This company is act- 
ing as distributors for the Anaconda 
Wire & Cable Co., in this territory 
and is also handling “Sterling” re- 
flectors. 


WESTINGHOUSE ELECTRIC SUPPLY 
Co., Oklahoma City, Okla.—The ac- 


Saturday afternoon and everyone of them has three or four dates. 
the girls in the office of the Roberts Empire Electric Co., Houston, Tex. 
Nannette Carson; Helen Lake; Mattie Byrd Parker; Vera Cushen- 


to right are: 


tive distribution of the new Westing- 
house refrigerator in Oklahoma and 
Texas will soon be begun by this 
firm. 


GREENFIELD ELECTRICAL SUPPLY 
Corp., Brooklyn, N. Y.—This house 
has been appointed authorized R.C.A. 
Radiatron distributors and is now 
actively engaged in the campaign 
conducted by this manufacturer. 
Two additional lines, “Sessions” elec- 
tric clocks and “American Flyer” 
electric trains and “Structo” toys, 
have also been taken on. 


DouBLeDAY-HiLL ELectric Co., 
Washington, D. C.—‘Thor”’ electric 
washing machines and ironers are 
being distributed by this jobber. 


Tue Be_Mont Corp., Minneapolis 
—The Audiola line of radio will be 
distributed by this concern. Another 
addition to its lines is the “Sunbeam” 
line of health appliances, manufac- 
tured by the Chicago Flexible Shaft 
Co. 


J. J. Kogprsett Co., Sheboygan, 
Wis.—Clements vacuum cleaners will 
be distributed by this jobber. 


* * * 
Jobbers’ Sales Activities 
G. L. CHapman, Decatur, Ill.— 
“American Beauty” irons are being 
featured in the sales activities spon- 
sored by this jobber. 


Terry-DurIN Co., Cedar Rapids, 





They are 
Left 


berry; Mary Raines; Estelle Lake, and Helen Nelson. 
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Whatever demand you may receive for Industrial or Outdoor illumi- 
nation, you will find a unit to meet it efficiently and economically, 
in the wide range of Wheeler Reflector designs. That fact means 
that you can absolutely satisfy your customer; you can provide him 
with the illumination he needs—and you can be sure that it will 
serve him to his complete satisfaction. It is this wide range of 
Wheeler lighting units and their proven efficiency that guarantee 
you a substantial sales volume with the Wheeler Line. 




















CeSQO CRO 


WHEELER 


WHEELER 
DURATACH 


GLASSTEEL DIFFUSER 


“New conditions require new plans 
and programs of attack. THE 
JOBBER’S SALESMAN’S ‘New 
Program for Market Development’ 
is surely the master plan for meeting 





existing conditions in the electrical 








Duratach—a quickly detach- 
able two-piece construction. 
Combines maximum con- 
venience, economy and light- 
ing efficiency. Recom- 
mended for general Indus- 
trial illumination. 

















WHEELER OUTSIDE 
FLOODLIGHTING UNIT 





Especially recommended for 
floodlighting miniature golf 
courses — service stations — 
and similar locations. Has 
many exclusive and superior 
features. 














jobbing field. We unreservedly rec- 
ommend its immediate adoption by 
Electrical Wholesalers everywhere.” 


Provides finely diffused, even 
and highly powered light. 
New spring type globe holder 

y supports globe in re- 
flector neck. An ideal unit 
for fine operations. 























It 


WHEELER REFLECTOR COMPANY, 275 Con 


CHICAGO 


NEW YORK 








WHEELER 
DUSTIGHT COVER 





Heat resisting glass lens and 
metal retaining frame pro- 
tects lamps, sockets and re- 
flecting surfaces. This is but 
one of the complete line of 
Wheeler Lighting Accessories. 











WHEELER ARCOLUX 





A new SIGN REFLECTOR 
for circular and other small 
signs. Inconspicuous . . . 
no extra parts . . . pro- 
vides intense illumination . . . 
design prevents any light 




















St. Louis, Indianapolis, Los Angeles, San Francisco, Seattle. 


ATLAN 


loss. A popular unit. 


gress St., BOSTON, MASS. 


A CLEVELAND 
Canada: Canadian General Elec. Co., Ltd. 
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MARK 


It's entirely ditterent— 


Mark-Time is arousing an unprecedented amount of inter- 

est among users and distributors . . . There is an 

unusually broad and profitable market for this truly 
remarkable switch . . . 


EL Mark-Time counter display cartons and _ indi- 

ARKTI vidual boxes are attractively designed, rich in 

color to catch the eye. Merchandising 

sales helps with a real "kick"’ back of 
them are available. 














The distributors who get in on the 
ground floor will find a volume of 
business that broadens to un- 
seen proportions with the 
selling of every introduc- 

tory assortment. 


Write today to Dept. JS 
for the complete 
Sales Plan 
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A 
New 


electric light or 
power switch contain- 
ing a time element which 


will automatically turn off 
the electric current. 


TO OPERATE: Throw the tog- 
gle to "off" position as many times 
as necessary to give the desired 
delayed action. Each throw increases 
the action one time interval. These inter- 
vals may be seconds, minutes, or hours; de- 
pendent upon the model of Mark-Time. 


























The switch circuit may be opened any time by 
pushing the small timer to "off" position; this 
eliminates the time action and allows Mark-Time 
to be used as an ordinary switch. 


For PORCH, HALL, GARAGE, and 
BASEMENT LIGHTS, ELECTRICAL 
APPLIANCES, RADIOS, APARTMENTS. 
FACTORIES, SCHOOLS and OFFICES 


Mark-Time is made in various types and models 
with Brass or Bakelite Face Plates. 











Type ua 





Approved by the National Board of Fire Underwriters 
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This “bright” half a dozen standing in front of the Robertson-Cataract Elec- 
tric Co., Rochester, N. Y., are all smiling with the exception of Sunshine him- 
self. From left to right are: A. A. Weider, Beardsley Wolcott Co.; M. P. 
Spindler, counter sales; F. E. Schmidt, branch manager; P. M. Spindler, counter 
sales; A. M. Sunshine, United States Electric Corp., and H. G. Locke, manager 
of the fixture department. 


la.—This house is concentrating its 
sales efforts on “Hotpoint” irons and 
heating pads. 


Trt State Evecrric Co., Sioux 
Falls, S. Dak.—The sales efforts of 
this jobber are being centered on 
“Simplex” ironettes. 

GENERAL ELECTRIC SUPPLY CorP., 
Salt Lake City—A special campaign 
on radio sets has just been completed. 
Advertisements in newspapers in all 
major towns in the Salt Lake terri- 
tory helped to increase public in- 
terest. 


METROPOLITAN ELECTRICAL Sup- 
pty Co., Chicago—This company has 
just begun a campaign on General 
Electric washers, ironers and sun 
lamps. 


WESTINGHOUSE ELECTRIC SUPPLY 
Co., Oklahoma City, Okla.—A three 
month appliance activity campaign 


INTER-MOUNTAIN ELeEctric Co., 
Salt Lake City—A campaign on 


has been lined up to create business 
for this company’s dealers. 


“Edicraft” appliances has just been 
started by this house. 


Unitrep E xectric Co., Wichita, 
Kans.—Ranges and waffle irons have 
been stressed in the sales activities 
sponsored this month. 


THe Exvectric Corp., Seattle, 
Wash.—This company has started a 
campaign on lamps, radios and ap- 
pliances, 


GREENFIELD ELeEctric Co., Balti- 
more—The sales activities this month 
were based on radios. 


Mitts AND Lupton Suppty Co., 
Chattanooga, Tenn.—The Westing- 
house radio campaign recently put on 
by this company is showing very sat- 
isfactory results. 


FaL_ts EQuipMENT Co., Buffalo— 
This company is just finishing its 
activities on “Hotpoint” ranges and 
appliances. 


McCartny Bros. & Forp, Buffalo 
—An electric range campaign has 
just been completed by this jobber. 


TIDEWATER Etectric Co., Inc., 
New York—‘“Edicraft” appliances 
and Hammond clocks are being em- 
phasized in the sales activities of this 
firm. 


CoLuMBIA ELEcTRIC SuPPLy Co., 
Detroit—This company is centering 
all its sales efforts on appliances. 


Recently, a three-day show of electrical merchandise was 
conducted by the Westinghouse Electric Supply Co., in the 
Westinghouse Warehouse, Newark, N. J. The displays were 
so arranged that all the appliances were accessible and easily 
handled. In making this exhibit it was felt that the ordinary 
electrical store with most of the merchandise either in show 





cases or wall cases did not give the visitor the opportunity 
to stop and shop. This objection was eliminated by arrang- 
ing every article in an accesible manner and giving every care 
toward the visitor’s convenience. The show was in charge 
of W. A. Grimes, manager, Newark branch of the Westing- 
house Electric Supply Co., and Walter Ferry, sales manager. 
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To handle on all 
Sizes of Buss 
Super-Lag 
Fuses 


Another boon to fuse users. BUSS 
SUPER-LAG Fuses have one piece 
links in all sizes. 

No washers of any kind are used 
with these links. 

This means the elimination of 
many parts to be handledinrenew- 
ing. It also helps to eliminate an- 
other chance of poor contact for 
where multiple links are used there 
is always a possibility of poor con- 
tact because of the many contact 
surfaces of the various links and 
washers that must be clamped to- 
gether. This is just another case of 
how BUSS Engineers study every 
little point in their efforts to elim- 
inate for the user costly and needless 
shut-downs. 

a 

Sometimes the user wants to put 
a link in a fuse case that is of an 
amperage different than that 
shown on thefuse label. Forexample, 
it may be desired to renew a 60 
ampere case with a 35 ampere link. 

With this in mind BUSS fur- 
nishes with each link a sticker show- 
ing the amperage of 
thelink. When a fuse 
is renewed with a 
link of a size differ- 
ent than that shown on the label 
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Only One Link 


ieee 8 


Nw Tell your fuse users 
/ about these NEW advantages 
in using BUSS Fuses 


one of these stickers can be pasted 
in the place provided on the fuse 
label. This shows positively the 
amperage of the newly renewed fuse. 


3. 
An added con- 
venience in BUSS 
41 SUPER-LAG 
Links is that they 
are packed in handy boxes, each 
holding a small quantity. This pro- 
vides an extremely convenient ar- 
rangement for the store keeper or 
maintenance man. 


Boxes are sealed to guarantee 
their reaching the user in perfect 
condition and to prevent dust, 
moisture or oxidization by exposure 
from affecting the links. 


4. 

Anyone responsible for electrical 
protection, in plant or building, will 
find it well worthwhile to consider 
carefully BUSS SUPER-LAG 
FUSES, that he too, may take ad- 
vantage of this scientific and money- 
saving improvement. A request will 
bring full data by mail or a BUSS 
representative. State your prefer- 
ence. 

BUSSMANN MFG. CO. ST. LOUIS, MO. 
A Division of McGraw Electric Company 
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They all laughed at this one except M. B. Evans who said he heard it before. 
Introducing this quartet from the Economy Electric Supply Co., Atlanta, Ga., 
from left to right, we have: W. S. Strauss, manager of the fixture department; 


R. W. Collins, counter sales; J. R. Roberts, counter sales, and M. B. 


credit man. 


Electrical Industry to Issue 
Telegraph Code 

An early 1931 step for increased 
business efficiency in a major indus- 
try is announced in the development 
of a telegraph code book to be known 
as “LCODE” for the entire electri- 
cal field under the sponsorship of 
the National Electrical Manufactur- 
ers Association. 

A joint industry committee repre- 
sentative of the Association of Elec- 
tragists, National Electric Light As- 
sociation, National Electric Whole- 
salers Association, Radio Manufac- 
turers Association, Radio Whole- 
salers Association and the Society 
for Electrical Development has co- 
operated with the N.E.M.A. to is- 
sue a code book of standard five let- 
ter combinations “to include all 
words and phrases commonly used 
in the purchase and sale of elec- 
trical equipment supplies.” 

A sub committee consisting of 
A. B. Zerby, Westinghouse Electric 
& Mfg. Co., chairman, J. F. Quin- 
lan, General Electric Co., and W. O. 
Conway of the N.E.M.A. staff has 
the work in hand. A contract has 
been made with The Business Code 
Co. of New York for the publication 
and it is expected that it will be 
available to the industry by April 
first. It will contain nearly 50,000 
code words allotted to general busi- 
phrases and technical terms 
with a tubular section covering cal- 
endar, letters, telegrams and num- 
erals. 


ness 


Evans, 


Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electrical Credit Associa- 
tion by member manufacturers and 
wholesalers through its various divi- 
sions for December, 1930, as com- 
pared with the same month the pre- 
vious year. Also these figures are 
shown for the 12 months’ period of 
1929 and 1930. 


Survey on Trucks Released 

“Insuring Wholesalers’ Profits 
with Trucks” is the subject of an 
interesting report on a nation-wide 
survey of truck operations for 
wholesalers just issued by the Gen- 
eral Motors Truck Co., Pontiac, 
Mich. 

Such subjects as: ‘““The Important 
Trends in Wholesaling”; “Reducing 
the Cost of Truck Operation” ; “Ex- 
tending Track Operation Profitably,” 
and “Selecting Profitable Truck 


Equipment” are covered in this sur- 
vey. 

Copies of this report may be se- 
cured by writing direct to the com- 
pany at Pontiac. 


* * * 


A Short, Short Story 


It was a dark and rainy Monday 
morning in Seattle, when V. M. 
Miller, credit manager of the North 
Coast Electric Co., was approached 
for an article on how to operate a 
credit department. Thereupon Miller 
dicated the following article to “The 
Jobber’s Salesman” representative: 
“Put everything on a C.O.D. basis.” 
He is not, as you will note, a long- 
winded writer, and could never earn 
his living that way, even at five cents 
a word. But he doesn’t have to be- 
cause he is a mighty good credit man 
and is well liked around the North 
Coast office. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
DECEMBER 31, 1930 
NUMBER OF ACCOUNTS REPORTED 


December 
1930 
249 


Division 1929 

New York 

Middle & Southern Atlantic 
States 

New England 

Central 


97 
108 
611 


1065 


% %o 


Increase Increase 
12 Months 


or or 
Decrease 1929 1930 Decrease 
3081 3318 


— 91% + 7.7% 
1945 1796 


—39.8% — 7.7% 
+17.4% 1519 1376 — 9.4% 
—5 % 7865 8259 +5 % 


—9 % 14410 14749 4 2.4% 


TOTAL AMOUNTS REPORTED 


December 
1930 
$ 33,490 


31,068 
11,690 
74,101 


Division 
New York 
Middle & Southern 
Atlantic States .. 
New England 
Central 


17,925 
12,508 
90,382 


Increase 


Decrease 


% % 
Increase 
or 
Decrease 


—14.2% 


12 months 
1929 1930 
$ 597,134 $ 512,310 


260,617 290,591 
211,171 173,761 
954,213 1,040,252 


or 
—47.5% 
+73.3% 


— 6.5% 
—18 % 


+11.5% 
—17.7% 
—9 % 





TOTAL $184,652 $150,349 


—18.6% $2,023,135 $2,016,913 3% 


AVERAGE AMOUNTS 


Division 
New York 
Middle & Southern Atlantic States.... 
New England 
Central 


Months 
1930 


$1802 
2007 
1462 
1469 


December 12 
1929 1930 1929 


$233 $134 $2353 
111 320 1615 
136 108 1686 
141.121 1452 
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Evanston Apartments Chateau La Martine 
6th and Wilshire 627 South Normandie 
Otto Hausen, Electrical Contrac- Dumas Apartments Otto Hausen, Electrical Contrac- 
tor 1428 Crescent Heights Blvd. tor 
S. & R. Electric Co., Electrical 
Contractor 


IN EACH ONE OF THESE BUILDINGS 


We heartily endorse 
The Jobber’s Sales- 
man’s new plan for 
Market Development. 
We urge all our whole- 
salers to take advan- 
tage of this plan. 


“Crescent” National Electric Code Rubber 
Intermediate Grade Rubber Covered Wire 


“Imperial” 30% Rubber Covered Wire and Cable. “Crescent” Flexible Metallic Conduit. 


“Crescent” Lead Encased Wire and Cable. 
“Crescent” Armored Bushed Cable. 


—and not only in Los Angeles will you find Crescent Wire given such recognition. All 
over this broad land in cities large and small are buildings in which the high quality 
of materials used DEMANDS wire of unquestioned dependability. 


Such dependability is found to a supreme degree in Crescent Insulated Wire and 


(RESCENT 


Cable. 





4) YEARS 


of knowing how in 
every Crescent Product 















































Casa Granada, 1334 N. Harper El Mirador Apartments 603 South Cochran 
Leland Bryant, Architect Fountain & Sweetser Sts. Otto Hausen, Electrical Contrac- 
S. & R. Electric Co., Electrical Charles S. Lee, Architect tor 

Contractor S. & R. Electric Co., Electrical 
Contractor 


CRESCENT PRODUCTS 
Covered Wire and Cable. “Crescent”? Lead Covered Armored Cable. 
and Cable. “Cresflex” Non-Metallic Sheathed Cable. 


“Crescent”” Varnished Cambric Cable, Lead Encased or Braided. 
All kinds of special wires and cables. 





nsulated Wire and lable (Ca. 


CRESCENT ARMORED WIRE CO. 
TRENTON N.J. 
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“T just read about the world’s great- 
est salesman,” said Larry Bodkin, left, 
president of the Electric Supply Co., 
Des Moines, Ia. ‘Tell me more,” an- 
swered Max McCoy, star salesman for 
the company. “Well,” went on Larry, 
“this salesman was up on the rail of 
the Brooklyn Bridge about to jump off 
and end it all when a policeman stopped 
him. Well, he talked to the cop a min- 
ute or so and they both jumped off 
together.” 


Pioneer of Seattle 

D. V. Chamberlain, president of 
the Globe Electric Co., Seattle, 
Wash., is one of the pioneer electrical 
jobbers of that city and in fact of the 
Pacific Northwest. He _ established 
the company 23 years ago and at that 
time there were only two other elec- 
trical jobbers in the city. 

His associate in business is R. G. 
Reiniger, secretary-treasurer. They 
employ five salesmen, four outside 
and one at the counter. Only sup- 
plies and appliances are handled at 
the present time, radio having been 
discontinued. 

These two men have been through 
the mill and business depressions are 
nothing new to them, so they know 
that present conditions but a 
phase of the cycle. They keep right 
along as usual applying all the stuff 
to the ball that they have and letting 
it go at that. 


are 


*K * *K 


Westinghouse Acquires New 
York Concern 

The electrical supply distributing 
business of Stanley & Patterson, Inc., 
New York, will be purchased by the 
Westinghouse Electric Supply Co., 
distributing subsidiary of the West- 
inghouse Electric & Manufacturing 
Co., it was learned recently. 

The purchase will be confined to 
the distributing organization of 
Stanley & Patterson. George Pat- 


terson, president, and principal stock- 
holder of Stanley & Patterson will 
retain control of the company, while 
a new company, the Stanley & Patter- 
son Electric Supply Company, will be 
formed by Westinghouse to carry on 
the wholesale business in the metro- 


politan area. 
* * * 


Iowa Graybar Office Moves 

The Graybar Electric Co., Daven- 
port, Ia., has moved its present loca- 
tion at 121 East 4th St., across the 
street to 124 East 4th St. on Janu- 
ary 1. “While our lease had another 
six months to run”, stated E. L. 
Johnson, manager of the Graybar 
Electric Co., “we were asked to va- 
cate now so that work on the Post- 
office might get under way immedi- 
ately. This we were most happy to 
do, for, in spite of the fact that it 
came at our busiest time, nothing 
should be allowed to retard the gov- 
ernment’s construction program and 
the return of employment.” 

The new warehouse of the Gray- 
bar Electric Co. is four stories in 
height with a basement and contains 
about twice the floor space of the 
former building. This additional 
floor space will allow the storing of 
large stocks and the offering of bet- 
ter facilities in serving the trade. 

ee = 
Illumination Course at Nela 
Park 

A general course in illumination is 
being held in the General Electric 
Lighting Institute, Nela Park, Cleve- 
land, from February 2 to 7. These 
courses are held quite frequently 


and at each of them lighting is dis- 
cussed from many different angles 
and many problems are talked over 
with men in this field. This course 
will contain the groundwork in fun- 
damentals and will include the new 
factors which will be discussed by 
specialists. Also, several problems 
will be worked out by the students 
to give them experience and confi- 
dence in actual illumination design. 
If it is desired, conferences will be 
arranged with the specialists in the 
several special fields, which, for the 
lack of time, cannot be adequately 
covered in the regular course of in- 
struction. . * * 


Germantown Electric Re- 
arranges Showroom 

Owing to an increased demand for 
space the Germantown Electric Sup- 
ply Co., Philadelphia, has, rearranged 
the interiors of its fixture showroom 
and stockroom. 

* <4 
Salesman Available 

A young, married man, 28 years 
old, is available for any one of sev- 
eral departments in an_ electrical 
wholesale house. His qualifications 
are as follows: college graduate in 
electrical engineering ; two and a half 
years in student training activities, 
including nine months in foreign 
service construction work and sev- 
eral months in sales training; and 
five years’ experience in sales work, 
both as salesman and sales manager. 
lurther details may be obtained by 
writing to the Editor, ‘““The Jobber’s 
Salesman,” 520 N. Michigan Ave., 
Chicago. 


The young lady seems to feel right at home among all these men and says 


that the smiles never come off these faces. 


Electric Supply Co., Indianapolis. 


This group is from the Peerless 
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a 


STEELTUBES [(E.M.T.}* has the same 

inside diameter as heavy conduit. Made 

in three sizes (34”, 4%” and 1”) with 

diameter and wall thickness shown 

above. One coupling furnished with each 
ten-foot length. 


STEELTUBES carries the Underwriters 
Label, and is approved and listed as Stand- 
ard by the Associated Factory Mutual. 


Untie the Hands 
that Write the Orders 


Are the hands of some of your customers tied because they haven’t the 
facts that make them want to try Steeltubes [E. M. T.} on their next wiring 
jobs? It’s easy to untie them! GO| Tell them the facts . . . that Steeltubes 
is easy to handle. . . easy to cut... no threading .. . takes all standard 
threaded and threadless fittings. There are many other things about 
Steeltubes they would like to know. Are YOU familiar with these 
facts? Are you telling them to ALL your prospects and customers? 


Electrical Division 
STEEL AND TUBES, INC. 
Cleveland, Ohio 
(A Unit of Republic Steel Corp.) 


OF threes sen Electrical Metallic Tubing is 
OF tiredles strong, light and easy to handle. Costs 
less to buy. Saves time and money on the job. 


Steeltubes 


THREADLESS THIN WALL CONDUIT 
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News from Gilson’s 
Gilson’s Ltd., of 184 10th St., Oak- 
land, Calif., is the present name of 
the concern formerly known as Rosse 
M. Gilson, Inc. Rosse Gilson is no 


W. V. Etzkorn 


longer connected with the company, 
which is run by his brother, Ray E. 
Gilson, president. Harry E. Perl is 
vice-president and general manager. 

This company covers only the East 
Bay district of San Francisco in its 
operations, which are confined pri- 
marily to the contractor trade, al- 
though it has some industrial and 
dealer trade. Mr. Perl spends most 
of his time selling and there is one 
other regular salesman. W. V. Etz- 
korn, looks after most of the inside 
work but finds time to get out occa- 
sionally himself and supplement the 
work of the selling staff. 

* * x 


Extent of the Industrial 
Market 
(Continued from Page 12) 
to his department, perhaps splitting 
the order over a number of suppliers 
and checking in to his storeroom a 
number of shipments. They have 
actually proved that the purchasing 
agent would have saved money if he 
had placed the order with one whole- 
saler at his established prices. And 
if he deals regularly with only one 
supplier on each line of commodity 
he has the added advantage of al- 


ways receiving the same make 


and same quality of merchandise. 

Not all large industrials, however, 
buy on purely a price basis. A con- 
siderable proportion purchase from 
the supplier who gives them the best 
service. For instance, when buying 
lighting equipment or motor control 
they expect the salesman to be capa- 
ble of recommending the equipment 
best suited to their requirements and 
also to lay out the installation. They 
further look to the salesman to keep 
them informed as to new items which 
have a possible application in their 
own plants. This is the type of in- 
dustrial which the wholesaler can sell 
profitably, provided his organization 
is able to render the desired service. 

Which brings us to the qualifica- 
tions necessary for the industrial 
salesman, Although a technical edu- 
cation is an asset, many successful 
industrial specialists have no special 
education, but have secured the nec- 
essary knowledge from experience, 
contact with manufacturers’ repre- 
sentatives and study of catalogs and 
technical books. By intensively so- 
liciting a limited number of worth- 
while accounts he becomes intimately 
acquainted with both the personnel 
and physical details of each plant. 
He learns who to contact in each 
case, whether it be the purchasing 
agent, superintendent, plant engineer, 
chief electrician, foreman, or perhaps 
even its president or secretary. There 
is, unfortunately, no standard plan 
of assigning responsibilities in the 


majority of manufacturing plants. 

Assuming that the electrical whole- 
saler selling or about to sell his in- 
dustrial market, has selected his 
prospects, that he has a salesman 
who knows the industrial applications 
of his merchandise and that this spe- 
cialist has established contacts with 
his plant and prospective customers, 
what is the final step to complete 
his program for intensive selling? 
The answer is quite obvious, a defi- 
nite plan of action for the specialist. 

Studies of successful wholesalers 
in this field show that there are two 
things to be done: 

1. Sell the industrial on standard- 
ization on its wholesaler’s lines. This 
will probably be a gradual process, 
one line being presented at a time. 
Perhaps its first line will be safety 
switches, the next, reflectors, then 
conduit fittings and so forth. But 
eventually, the point will be reached 
where the customer will give prac- 
tically his entire business to this 
house. 

2. Sell modernization of existing 
installations including wiring, light- 
ing equipment and all kinds of cur- 
rent consuming devices. This re- 
quires a high type of salesmanship, 
the demonstration of samples and 
perhaps trial installations. It may 
also involve interviews with higher 
executives to convince them of the 
manufacturing economies which the 
proposed improvement would make 
possible. 





An echo of the annual outing at Kugler’s Roost on the Delaware, sponsored 


by the Electrical Association of Philadelphia. 
The gentleman at the left with the loud speaker is 


was the fat men’s race. 


Harry Hopkins, Triangle Conduit representative. 
Earl Wilson, treasurer of the Colonial Electric Co., 


of the Bryant Electric Co. 


with hands on knees is the first of the runners. 


One of the most exciting events 
The starter is W. M. Phillips 


The three gentlemen posing 


so picturesquely at the right are unidentified. 
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*) IRST of all because we definitely fix 
our relations with Appleton distribu- 
tors on the basis of a permanent partner- 
ship. 

















MADE IN USA 
Such a relationship of course involves a far 


NON-RAVELING greater degree of responsibility on our part 


than the average seller owes his buyer. 
B { JN C K It means that at every step we must closely 
safeguard the interests of our jobber part- 


ERICTION | i 


Certainly there is no greater safeguard to 


| any business than “Satisfied Customers” and 
, | nothing so surely satisfies as Quality Mer- 
il 


chandise. 








APPLETON RUBBER ‘COMPANY forges ahead, builds business and makes 


pry a Everywhere it is the quality product that 












































FRANKLIN. MASS. money for those who distribute it, not spas- 
ooo TCM modically but day after day, week after 
INCH | [leer wetcar az week and month after month. 























A mad turnover of jobbers and distributors 
in a never ending war of price competition 
on inferior merchandise plays 
no part in our business picture. 
The big idea back of every 
single roll of “O.K.” and 
“Paratex” Tape is to render 
the utmost in satisfaction in 


the hands of the User. 
It is your guarantee to bigger 
and more profitable tape sales. 


Why not drop us a line? We 
are sure you will like the way 
we do business. 
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MADE IN USA 

















“20S MDADYEM *yOR8aaN 
SANS Worse Woes “he 
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2 Q i New conditions require 
new plans and programs 
of attack. THE JOB- 
A Pp BER’S SALESMAN’S 
“New Program for Mar- 
ket Development” is sure- 
ly the master plan for 
MANUFACTURED meeting existing condi- 


APPLETON RUBBER COMPANY ions in the electrical ob 


FRANKLIN. MASS. _ 
roo [feexres We unreservedly recom- 


4 INCH APP. WEIGHT 802 mend its immediate adop- 
4 tion by Electrical Whole- 


salers everywhere. 


Paul O. Lawton 
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PASSED 





in the 





LABORATORY 





of TIME 





a all there is no test, more exact- 
ing, more positive, more certain or 
more authoritative than the test of 
time. 
For 43 years BETTER WIRING MATE- 
RIALS have passed every one of the 
searching tests of this master laboratory— 
the tests of design, of materials, of stam- 
ina, of long life, of easy installation, of 
trade acceptance. 
To engineers, architects, and contractors, 
BETTER WIRING MATERIALS have always 
meant the utmost in satisfaction and to 
the jobber a line easy to sell yet carrying 
a full measure of satisfactory profit. 
Over 43 years of continued success prove 
these facts. 


233 Broadway 


Manufacturers of 

















"RED SEAL" PRODUCTS 


Xduct and Electroduct—Rigid Con- 
duit. 

"Red Seal’ ABC ARMORED 
BUSHED CABLE (Licensee Pat. 
No. 1687013). 

"Red Seal’ Flexible Metallic Con- 
duit. 

Loomflex, Non-Metallic Flexible 
Conduit (Licensee Pat. 1111806- 
1635829). 

Loomflex Cable, Non-Metallic 
Sheathed (Licensee Pat. 1203788- 
1439323-1520680). 

"Red Seal" Boxes and Fittings. 


BETTER WIRING MATERIALS 


“Better Wiring Materials”’ 





Jobbers in “Airplane 
Business” 

F. N. Averill, president, and C. R. 
Pete Bach, secretary-treasurer, of the 
Fobes Supply Co. division of the 
Westinghouse Electric Supply Co., 
Portland, Ore., are engaged in a man- 


a 
Toy Plane in Flight 


_ufacturing venture that is somewhat 
| unique. Together with N. E. Walker, 
| a former aviator and designer of abil- 
| ity, they own a company known as the 


American Junior Aircraft Co., with 


| factory and office at 355 Everett St., 


Portland. Averill is president, Bach, 
secretary-treasurer, and Walker, vice- 


| president and general manager. 


| 


| 





The output is toy airplanes and 
gliders that will fly, emphasis on the 
last two words. The line ranges from 
gliders, listing at 50 cents to the NX 
Cabin Monoplane at $5.75. While the 
planes are of the “rubber band mo- 
tor” type, they are exceptionally well 
made and sturdy and are guaranteed 
to make a 600 foot flight and to attain 
an altitude of 100 feet. The accom- 
pany picture shows the cabin plane 
in sustained flight. They are built to 
scale and represent real planes. Three 
of the largest department stores in 
New York have gone on record as 
pronouncing these to be the outstand- 
ing toy airplanes on the market. 

Their factory is normally busy 
through the year and the last three 
months before last Christmas orders 
were beyond their capacity to turn 
out. Their merchandising methods 
have “just grown” as time went on. 
Among the sales channels utilized, a 
few electrical jobbers have in the past 


acted as outlets. 
* * Ox 


Tri State Adds Warehouse 
Space 
The Tri State Electric Co., Sioux 
Falls, S. Dak., has rented additiona! 
warehouse space in a fireproof build 


ing. 
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The Smallest, 
Most Compact 
Canopy Switch 
on the Market 








anopy 


W 
Y Pull Switch 


for lype C Lamps 


RATING: 6 AMPS. 125 VOLTS; 3 AMPS 250 VOLTS 








WIRED WITHOUT REMOVING MECHANISM 

















( Switch illustrated with fibre cover removed. ) 


For your customers:—ease and economy in 
wiring. Just slip off the fibre disc, attach the wires 
and replace the disc, bending down the tabs. 

Made of lustrous brown BAKELITE instead of metal. 

Possibility of shorting is eliminated. The current- 


carrying parts are enclosed in a BAKELITE compartment 
separated and insulated from all other metal parts. 


Compactness of this switch makes installation possible 
in the smallest units; the hexagonal shape makes it applic - 
able to shallow, modernistic canopies. 


Approved by Underwriters Laboratories for 6 Am- 
peres, 125 Volts; 3 Amperes, 250 Volts. Here are the 


numbers to offer: 





Cat. No. | List Price x DESCRIPTION x 


7743 | $1.50 | 7 inch chain, 4” stem 
7744 | 1.50 | 7 inch chain, 24” stem 
7745 1.50 | Short chain, 4 ft. cord, 14” stem 
7746 | 1.50 | Short chain, 4 ft. cord, 24" stem 


Standard package 100, Carton 10. 














IELEGTRIG DIVISION 


THE ARROW —-HART & HEGEMAN ELECTRIC Co. 


HARTFORD,CONN. 
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GREGORY MODEL 


Hammond electric calendar clock is no stranger 
to the clock-wise jobber. The double duty 
service it performs and the attractive appearance 
has placed the Gregory Model in a class by 
itself. Price 
































NY manufacturer with facilities, money, 
engineering staffs and patents can 


make electric clocks. 
ay 


To sell them to the public is an entirely 
different job and because a manufacturer 
can make clocks, it does not follow that 


he can sell them. 


we 


After the clock is made, the first job is 


one of distribution. 


wv 


Move te-whuasiies jobber comes in—but 


does the manufacturer present the kind of 


picture that is profitable for the jobber? 
°° 


Jobbers are expected to sell dealers. 
What kind of a story will the jobbers’ 


salesmen have for the dealer? 
r 

Can the dealer get the turnover-profit ? 
r 


Hammond knows the jobber’s problem, 


has framed a sales policy to meet the 
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jobber’s requirements — and sticks 
to it. 
~ 

Advertising is a necessary part of any 
merchandise you offer to your dealers. 
The Saturday Evening Post, Collier's and 
Time have done a good job for Hammond 
Dealers—will continue to work for them 


—and you. 


Hammond jobbers will soon receive a 
portfolio of Hammond full-page ads. 
The 1931 schedule starts in March and 
continues for the remainder of the year. 
> 
If you are one of the jobbers or jobbers’ 
salesmen who is now making money selling 
Hammond Clocks and want our thoughts 
on how to increase this department by 
specializing, write our sales manager. 
T 
—at least make sure you receive the 
monthly house organ, the HAMMOND 
TIMES. It contains some real selling 
information. Over 2000 letters were 
received commenting on the January issue. 
The Hammond Clock Company, 2915 N. 


Western Avenue, Chicago, Illinois. 


current. 
and at a price that insures its popularity. 





( r% 
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OAKWOOD MODEL 


Like all Hammond clocks, the Oakwood model 
is electrically regulated by the frequency of the 
It meets a demand for a small clock 






















































@ H. G. Erstrom needs no introduction. As 
Executive Vice-President of the National Fed- 
eration of Radio Association and the Radio 
Wholesaler Association he has done an out- 


standing work for the industry. 
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@ In this editorial, H. G. Erstrom asks “Where are we 
going?” and well he might, for it is indeed time that the 


radio industry took inventory of itself and arranged to 


adopt such future policies as are necessary to eliminate 


once and for all, those practices which year after year 


throw the industry into a chaotic condition as the normal 


season wanes. 


radio industry, the effect of the business depression 

being felt by all in a very marked manner. During 
the year, we were again confronted with the problem of 
distressed merchandise, both by defunct radio companies 
and drastic cuts in price by many others. Merchandising 
conditions were certainly not of the best, and in many 
localities very few, if any, of the retailers and distribu- 
tors adhered to a code of ethics. Many advertisements 
have appeared which have been false and misleading and 
not to the best interests of the radio industry. Rumors 
widespread and ill-founded, circulated all phases of the 
industry. Every inducement was offered to customers to 
secure their business, and preferred terms were in turn 
offered to various branches of the trade which made legiti- 
mate competition increasingly difficult. 


2K >* K 


In facing 1931, we are confronted with a similarly serious 
problem, ‘‘Where are we going?” By this we mean, what 
is the trend in the radio industry? Not only in a physical 
manner as to size of cabinets, prices, and so forth, but also 
what is the trend of the various branches of the industry 
to take cognizance of the arising problems of the other 
branches? Will the manufacturers this year counsel closer 
with their wholesalers for advice on their distribution 
methods, potential sales possibilities and market analysis? 
Will the wholesaler in turn depend upon his dealers for 
advice as to the actual conditions in his area, and will he 
in turn develop more practical sales methods for the re- 
tailers to use? 


Te year of 1930 was a very trying one for the entire 


The writer believes that the solution to a large amount 
of the retailers’ problems lies in successfully sponsoring 
and operating local radio trade associations, and a strict 
adherence to the “Code of Ethics and Business Practices”’ 
adopted by such groups. Wholesalers in turn, may extend 
their cooperation in a local manner in order to assist one 
another in the battle for their share of the consumer's 
dollar that is being waged in the radio industry. 


* * *K 


The other problems of the wholesalers are national in 
scope. Their difficulties are very similar in every locality 
and the best way to deal with them is through national, 
organized, cooperative effort. The call has been sounded 
and the best thinking minds of the associations representing 
the wholesaling and manufacturing fields will get together 
regularly for a discussion of common problems. Organized 
effort is vitally necessary in order that we may arrive at a 
satisfactory solution. 


What is to be the attitude on supplementary lines for the 
coming year? What new sales policies? What jobber 
and dealer helps will be used to sell merchandise? What 
protection and assurance will be given the distributor on 
the financial stability and moral responsibility of the manu- 
facturer whose product he distributes? 


* * *x 


The trade-in situation is one which must be recognized 
and dealt with in a very open manner. In metropolitan 
areas, by far the larger percentage of these sales involves 
a trade-in. What steps are necessary to correct the prac- 
tice of over-allowance for trade-ins, and so forth, which a 
legitimate retailer must meet in every-day competition? 
What about advertising radio sets complete with tubes, the 
list price to carry such information to the customer, which 
has been so widely advocated during the past year? What 
efforts will be made during the coming year to “Sell the 
Program” to the public, and what efforts will be made to 
create sufficient interest to create a desire for a customer 
to have’ a radio in order that he might take advantage of 
the splendid programs that are being broadcast? 


* * « 


Fror one person to make an answer to the above ques- 
tions would require that he have the ability to look into 
the future and be all-seeing in his power of observation. 
However, a group of serious minded, thinking wholesalers 
and manufacturers with an eye to the future of the radio 
industry can determine the best policies to pursue. 

With just such a purpose as this, is the Annual Con- 
vention of the National Federation of Radio Associations 
and the Radio Wholesalers’ Association being held in In- 
dianapolis, February 16-17. It challenges you to do your 
best and most level-headed thinking about these problems in 
order that we might safely protect our future interests. 


* * * 


Radio men are successful business men. They are not 
steeped in any one school of thought, but represent diversi- 
fied thoughts and interests centering on our common prob- 
lems. There is no doubt concerning the future prosperity 
of our industry but it is up to us now to take steps to 
protect that prosperity and guide our radio business into 
the proper legitimate channels. 

When we get down to business and talk over these facts, 
we will know where we are going. 
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Radio Wholesalers Association, Inc. 


Harry Alter, Pres. 
Chicago 


J. Newcomb Blackman, Vice-Pres. 
New York 


Robert Himmel, Treas. 
Chicago 


Howard Shartle, Sec. 
Cleveland 


RAoDIO 
HOLESALERS 
SSOCIATION 


Roy Thomas, Vice-Pres. 
Los Angeles 


H. G. Erstrom 
Executive Vice-Pres. 


Fred Wiebe, Vice-Pres. 
St. Louis 


James Aitken, Vice-Pres. 
Toledo 


Chicago 


Peter Sampson 
Chairman of Board 
Chicago 


The information on this and the following pages has been prepared by 


H. G. Erstrom, Executive Vice-President, by Authorization of the Board 


of Directors of the Radio Wholesalers Association on June 5, 1929. 


Annual Convention Plans 
Complete 

LANS for what promises to be 
Pr most auspicious gathering 

of prominent radio men for the 
year have been completed. The fifth 
annual convention of the National 
Federation of Radio Associations and 
the Radio Wholesalers Association 
will open with a bang on Sunday, 
February 15, with a board of direc- 
tors meeting to get the work of the 
convention under way. 

There will be two separate sessions, 
one for the retailers and one for the 
wholesalers. Thus, any visiting radio 
tradesman can find a meeting to his 
particular interests. The meetings 
will all be open so that anyone desir- 
ing to enter into a discussion and se- 
cure the information offered will have 
an opportunity to do so. 

The Radie Wholesalers Association 
has invited the leading manufacturers 
to attend its session and assist in 
solving the wholesalers’ problems. 

The meetings of the retailers will 
be addressed by prominent speakers 
on subjects that are important to 
everyone. The standard cost account- 
ing system now used in the Chicago 
Metropolitan area will be explained 
by R. H. Lemley, who has placed this 
system into effect. The advantages 
accruing to the dealer from observ- 
ance of standard cost accounting svs- 
tems will be thoroughly explained. 
Cooperative plans whereby dealers 
work with advantage through the in- 
stallation of such a system will also 
be brought to their attention. 

The subject of insurance is one 
which confronts every radio retailer, 
and Mr. Blewitt manager of one of 
the insurance companies dealing in 
dealer’s insurance will address the 





R. W. A. Meetings 


Monday, February 16, 1931 


11:00 A. M. Official opening of 

third annual convention 

President’s Address—Harry 
Alter, president, Radio 
Wholesalers Association. 

Report of Executive Vice- 
President—H. G. Er- 
strom. 

Round Table Discussion. 


12:15 P. M. Adjournment for 
Luncheon 
2:15 P. M. Report of Tube 
Committee—J. Newcomb 
Blackman, New York. 
Report of Set Committee— 
David F. Goldman, New 
York. 
Round Table Discussion of 
Committee Reports. 
5:30 P. M. Adjournment. 











convention ou individual insurance re- 
quirements and policies for joint op- 
eration in various localities. 

The trade-in evil represents a very 
great problem for the retailer, inas- 
much as he is very apt to give away 
his profits from a new sale, just in 
order to make the sale. There will 
be a speaker of national prominence 
present at this convention who will 
go into this subject thoroughly. The 
subject of examination and registra- 
tion of service men and their educa- 
tion will be discussed by the chairman 
of the technical committee of the 
Wisconsin Radio Trade Association. 
It is quite accepted that the Wiscon- 
sin Radio Trade Association has an 
ideal plan of examining and register- 
ing service men, and providing edu- 
cational lectures for them every two 
weeks. This is protection to the pub- 
lic in furnishing them with well edu- 
cated, trained service men, as well as 
a means of identifying them, should 


any article be stolen from the home 
or the set serviced unsatisfactorily. 
It is of great benefit to the dealer, 
inasmuch as he is not dependent upon 
his own judgment of character and 
ability. 

Time payment sales will also be dis- 
cussed by a representative of the 
C.I.T. Corporation, so as to enable 
the dealer to learn how he can best 
finance his time payment sales, also 
educating him to charge interest on 
the balance of the principal that is 
being paid for on the deferred pay- 
ment plan. 

There will be a secretary’s special 
meeting which will be of great value, 
inasmuch as it will give the secreta- 
ries an opportunity to get together 
and exchange ideas and discuss activ- 
ities to be carried on. 


Radio Press Meets 

The Radio Press Association will 
meet on Tuesday, February 17, at 10 
A.M. Both H. H. Cory, president of 
the Association, and W. J. McLaugh- 
lin, secretary, are planning a most 
interesting program and there are 
matters of vital importance to the 
press which will be brought up and 
discussed at that time. 

The wholesaler’s meetings will be 
characterized by round table discus- 
sions and there will be no speeches 
whatever. The meeting will be a 
strictly “down to facts and remedies” 
session and will be open for all. Com- 
mittee reports on tubes, handling of 
sets, traffic, etc., will be made. The 
leader of the industry will be present 
to carefully diagnose the ills of our 
business. They will launch themselves 
on a constructive program to bring 
our- industry back to prosperity and 
will set in motion other business en- 
terprises by virtue of that fact. 
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Every customer of the dealers upon whom you call 
is a “prospect” for one of these new portable elec- 
tric hand lanterns. Point out to your dealers the 
many practical conveniences these electric lanterns 
camping ... fishing .. . hunting 
... for emergency road repairs or changing tires 
...in going to and from the house and the garage, 
or barns and other farm buildings .. . for summer 
homes ... for the many chores around both city, 
town and farm homes. The GL25 Lantern will also 
meet the needs of watchmen and other workmen 
around industrial plants. 


BURGESS BATTERY COMPANY 


Engineers and Manufacturers of Acoustic and Electric Products 


offer: touring... 
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Show These NEW 
ELECTRIC HAND LANTERNS 


To Your Dealers 


Your dealers will see these new electric lanterns 
_ featured in leading Electrical, Hardware, Automo- 
tive and Sporting Goods February Trade Papers 


Wealso manufacture a railroad hand lantern, RL27, 
that is rugged in construction to withstand the rough 
handling so prevalent in railroading. Also, we 
manufacture a vapor-proof lantern, OL26, which 
is especially constructed for workmen around dis- 
tilleries, oil refineries, or around machinery where 
leaking, dangerous gases exist. 

Carry these new products with you and show 
them to your dealers. Urge them to stock them 
and display them. They'll sell! Make no mistake 
about that... they'll prove to be one of the fastest 


moving items ever stocked by the dealer. 


General Sales Office: Chicago 


New York Los Angeles San Francisco 
In Canada: Niagara Falls and 
Winnipeg 
& 


UL24 Utility Lantern 


Made of heavy-gauge steel and lac- 
quered red. Chromium alloy reflectors 
will not corrode. Self -cleaning, 
weather-proof switch. Illuminated with 
4 standard No. 2 Uni-cels, and No. 26 
Mazda Lamp. Base has “extra” lamp 
receptacle. Weight, with battery, 31 
ounces. Height, 10%4 inches. 


GL25 General Purpose 


Lantern 


Body made of polished heavy panelled 
aluminum, with folding rattan heavy 
handle. Easily operated switch. 
Weather-proof construction. Illumi- 
nated with Burgess No. 1842 Lantern 
Battery, which will give over 100 hours 
service, and No. 26 Mazda Lamp. 
Weight, with battery, 2 pounds 6 
ounces. Height, 10’2 inches. 








RADIO & 
| IGNITION 
| BATTERIES 





SNAPLITES, 
FLASHLIGHTS 
& BATTERIES 
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YLVANIA makes it easier for you to sell Radio Tubes. 

Ask the average set-owner what tubes are in his set. 
He doesn't know. Ask the average set-owner what tubes 
he should buy for replacement and he can't tell you. 


Sylvania makes it sure fire for you and for the set-owner 
—to know that Sylvania is the right tube. 


Because the new Sylvania Tubes are “SET-TESTED”. 
And you are able to prove it to your customers with the 
Sylvania ‘’SET-TESTED” Chart. 


SET-TESTED —the Sylvania way — means this: Every 
one of the well known radios you see listed at the right 
has been tested with Sylvania Tubes. Tested for selec- 
tivity, for sensitivity, for reproduction, for tone, for life. 


Sylvania’s specially built copper-screened testing 
laboratory — Sylvania’s exclusive audition room — Syl- 
vania's staff of experienced radio engineers — all are 
used to give you the new Sylvania SET-TESTED Tubes. 


And now thousands of dealers in every part of the 
country are proving the success of SET-TESTED Tubes. 
Clip and send the coupon Licensed under RCA Patents 


SYLVANIA PRODUCTS CO., EMPORIUM, PA. e 


SYLVANIA RADIO TUBES SYLVANIA INCANDESCENT LAMPS 
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i STROMBERG CARLSON ) 











5) VICTOR ) | 











This is the new Sylvania Certified Test Chart, 
handsomely and clearly printed and giving 
omplete instructions for selecting Sylvania 
ubes, together with a signed statement by 
the President and Chief Engineer of the 
ompany. Size 14x27. 








+ 

a 

[ SYLVANIA PRODUCTS CO. J.S.2 8 
Emporium, Pa. 7 
Gentlemen: Please send, without obligation, your new Sylvania Set Tested Chart 
for easier tube sales. . 
Name 5 
2 

Address City. H 
8 

Jobbers . 
a 









"WESTINGHOUSE 
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These two men handle Edison lamp 
sales out of the Oklahoma City office. 
They were snapped in the doorway at 
the General Electric Supply Corp., of 
that city. G. M. Jones is on the left 
and his buddie is Larrie Driscoll. Their 
headquarters are at 616 Colcord Bldg. 





Introducing Wilfred Junior 
Wilfred C. Bohling, vice-president 
of the Tidewater Electric Co., Inc., 
New York, announces the debut of 
an eight and a half pound Wilfred 
Junior on Christmas morning. 
i e. 


Keeping Tab on Salesmen 
(Continued from Page 17) 
Usually, to anticipate and prepare 
for changes before they take place 


requires real sales generalship. But 
this kind of systematic record keeping 
makes such foresight comparatively 
easy and enables one to make a fairly 
accurate forecast of trade tendencies. 

However, it must be understood 
that it is not good generalship to de- 
pend entirely on subordinates for in- 
formation about changing conditions. 
When sales records are properly ana- 
lyzed they mechanically suggest not 
only increases or decreases of sales 
in comparison with previous business, 
but they also indicate the beginning 
of favorable or unfavorable condi- 
tions. It is even more important to 
become aware of favorable conditions 
in advance than of unfavorable con- 
ditions. For this reason, in a terri- 
where sales show a greater 
amount than the normal increase to 
be expected, it is necessary to deter- 
mine whether or not the cause of 
increase is permanent. If it is the 
sales manager should put on high 
pressure in that territory. On the 
other hand, if the increase is less than 
normally should be expected, and the 
cause unavoidable and permanent, 


tory 


another policy may be necessary. 

From such records of the current 
and previous years, it is possible to 
forecast the demands for each article 
or product so closely that any varia- 
tion may easily be taken care of. 
With such records as a guide, it is 
possible to estimate in advance the 
year's requirements. Throughout the 
year a monthly forecast has also 
proved valuable, and in this case the 
sales come close enough to be satis- 
factory to all. 

In general, the sales organization 
should include a daily, and so far as 
possible a personal supervision of 
salesmen, and should reveal trade 
tendencies in advance so that chang- 
ing demands may be made more than 
half way. 

x * x 


Possibilities of the Resale 

Market 
(Continued from Page 10) 
should be sold by this type of store. 
Although the number of items is lim- 
ited with some types of retailers, 
others offer an outlet for the whole- 
saler’s complete line and can thus be 
gradually developed into preferred 
dealers. 

4. The development of new ac- 
counts. In any business there is 
bound to be some mortality among 
existing accounts. Therefore, if a 
wholesaler is to build firmly for the 
fulure he must constantly add new 


accounts to his books. These ney 
accounts, however, can not be picked 
up at random. They must be care- 
fully selected just as the wholesaler 
picks his preferred dealers. These 
new accounts may be opened on only 
one or two lines, but in accepting the 
initial order the salesman with an eye 
for the future will take into consid- 
eration the possibility of gradually 
building up the account with addi- 
tional lines. 

Unless a wholesaler covers a very 
small territory he can well afford to 
assign one or more salesmen to call 
on his retail accounts exclusively. A 
salesman who has actually sold mer- 
chandise at retail has the advantage 
over one who has not had this experi- 
ence. This appliance salesman needs 
to know many things which are not 
required by salesmen calling on con- 
tractors and industrial plants. Besides 
being familiar with his own merchan- 
dise and that of his competitors, he 
must be a specialist on merchandis- 
ing, capable of counseling his dealers 
on all phases of retail selling such as 
campaigns, advertising, demonstra- 
tions, window and store displays, and 
prospect lists. 

It is hopeless for a wholesaler to 
attempt to intensively cultivate his 
resale market and secure adequate 
distribution for his manufacturers 
unless he trains his appliance sales- 
men to become real merchandising 
specialists. 





Yells resounded through the vast shipping room of the Westinghouse Elec- 
tric Supply Co., Los Angeles, as the warehouse and shipping clan were called 


together. 


They are a hilarious bunch as can be seen and they must have got 


the camera man fussed for he only hit about two-thirds of them. What finally 
came out of the developing tank you see above and are named as follows, in 
the conventional left to right order: squatting, Holland, Monroe; standing, Webb; 
Hartz; Mulhern; Baker; Hicks, and Petro. 
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ARCTURUS 


TRAIL BLAZER of the RADIO INDUSTRY 


has won its i in the industry by 
consistently pioneering new tube developments 


STANDARD 
* BASE 
A-C TUBE 









ISOLATED 
LONG-LIFE CATHODE 


TUBE 
a 
anc f 
HEATING ' SCREEN-GRID ° 


DETECTOR TUBE 












lowed the trail blazed by Arcturus; each 
Arcturus development has accurately fore- 
cast the trend of radio progress; each 
new Arcturus contribution quickened the 
public acceptance of radio. 

In formulating your own plans for the 
future, consider this— 

Consistent retail profits are insured by 
products that have the Habit of Success. 


Five times in three years Arcturus has been 
the first to blaze the trail with these new 
and important contributions in radio tube 
design. These guiding principles in the 
art have been backed by advanced sales 
and merchandising policies which spelled 
greater profits for the dealer and gained 
for Arcturus a dominant position. 

Each time the radio industry has fol- 


ARCTURUS RADIO TUBE COMPANY, NEWARK, N. Jj. 


The TUBE with the LIFE-LIKE TONE” 
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New Radio Products, Illustrated 





NUMBER 29 hand microphone 
4 is a new development engi- 
neered by the Kellogg Switchboard 
& Supply Co., Chicago. It weighs 
10 oz., is sturdily constructed and 
reproduces throughout the entire 
musical scale. The handle is cast 
from aluminum with a case of 
formed brass, the back and stretch- 
ing ring are accurately machined 
from the finest grade of alloy steel. 
The diaphragm, made from phos- 
phor bronze, has been gold plated 
through a special process. The car- 
bon button is thoroughly insulated 
from the back with moulded “Kell- 
ite,” a phenol resin composition of 
high insulating qualities. The car- 
bon is processed from selected ma- 
terial 


SYLVAWIA 


HE Sylvania Products Co., Em- 

poria, Pa., announces a new 
rating for its SX-280 full wave 
rectifier. The voltage applied to 
each plate of the tube may be 
raised to 550 volts RMS and the 
maximum current drawn from the 
tube may be increased to 135 milli- 
amperes, provided no filter con- 
denser is used across the input to 
the filter. A 20 henry’ choke 
should precede the first filter con- 
denser in order to safely permit 
the higher current. 








ADIO outlet, No. 2145, is a 

new hook-up for radio connec- 
tions, recently developed by the 
Arrow Electric Division of the 
\rrow-Hart & Hegeman Electric 
Co., Hartford, Conn. It provides 
for aerial, ground and power con- 
nections from a one-gang outlet. It 
fits all standard depth wall boxes; 
takes standard bakelite duplex re- 
ceptacle plates. Aerial, ground and 
power connections are plainly 
marked on receptacle. To further 
insure correct connections, the 
aerial and ground plug has blades 
set at an angle which prevents in- 
sertion in the power slots of recep- 
tacle. 





NEW type of potentiometer has 

been announced by the Allen- 
Bradley Co., Milwaukee. This prod- 
uct, known as the “Bradleyometer,” 
is essentially a stepped potentiom- 
eter of approximately 50 steps and 
the resistance unit consists of re- 
sistance disks interleaved between 
thin metal disks. A movable con- 
tact arm that slides over the stepped 
resistor is geared to a bakelite con- 
trol knob which makes one revolu- 
tion. The resistance value of each 
step is separately controlled and the 
total number of steps are assembled 
in accordance with whatever resist- 
ance-rotation curve is desired. 


PORTABLE test _ oscillator 

has been added to the line of 
radio servicing equipment manu 
factured by the Jewell Electrical 
Instrument Co., Chicago. The in- 
strument is said to provide the radio 
serviceman with a means for mak- 
ing quick and accurate service ad- 
justments. By using an output 
meter, a visual indication of signal 
strength is secured that makes ac- 
curate adjustment less difficult. 
Selection of either intermediate or 
broadcast frequency band is made 
with a single switch. 








HE Roller-Smith Co. New 

York, has introduced a new in- 
strument, the type “PD” direct 
current volt-ohmmeter. This in 
strument may be used for con 
tinuity testing, as a direct reading 
ohmmeter or for reading voltage 
up to 600 volts, direct current. It 
is recommended particularly to! 
radio testing. The voltage ranges 
have a resistance of 1,000 ohms pet 
volt. The unit is a type “PD” four 
range voltmeter with ranges ol! 
0-3, 0-30, 0-300 and 0-600 volts. |' 
is also a direct reading ohmmete! 
with ranges of 0-10,000 and 0-100 
000 ohms. To change from on 
ohm scale to another it is nece- 
sary simply to rotate a knob | 
cated at the top of the instrume! 


t 
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H&H nr AT) Ne O45 


OUTLET 


New HOOK-UP FOR RADIO INSTALLATIONS 
— modern, unique in idea. Aerial, Ground and 
Power connections from a ONE-Gang Outlet. Fits 
all standard-depth wall boxes; takes standard 
Bakelite Duplex Receptacle Plates. ALL Bakelite; 
face, body and back. » » » » » 










Aerial, ground and power connec- 
tions are plainly marked on Re- 
ceptacle. To further insure correct 
connections, the aerial and ground 
plug has blades set at angle which 
prevents insertion in the power 
slots of Receptacle. In use it is 
positively fool- proof. » 


Standard plug cap furnished on 
radio fits the power slots only — 
and functions there. Firm, positive 
contacts replace the loose fit of 
ordinary radio- plug connections. 
Both the Aerial-Ground and Pow- 
er Outlets have Finding Grooves 
tor the plug prongs. A divider plate 
keeps Aerial-Ground and Power 
circuits separated in wall box. This 
arrangement meets the require- 
ments of the National Electric Code. 


with Plug 
Complete 





| P 
Aerial-Ground-Power from a 1-Gang Outle 


he new Radio Outlet serves equally well for old buildings or new work. As easily installed as any 


Convenience Outlet; gets rid of objectionable surface wires. Taking a standard wall box and standard 
plate, this Radio Outlet becomes a part of the newer-standard wiring job, matching the other wiring 
devices and completing the scheme of modern electrical convenience. Moisture-proof, safe, serviceable, 
highly workmanlike. Underwriters Laboratories Approved, of course. With Plaster Ears, standard. . . . 


HART & HEGEMAN DIVISION 


| THE ARROW-HART & HEGEMAN ELECTRIC CO. 
HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCE 1890 




























| 
| 
| 
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WADSWORTH 
Accessible 

FUSE 
SAFETY 
SWITCHES. 


‘‘There is a Wadsworth Switch for Every Installation’’ 


» (XT) @ Clio) Gea: 


eee 
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Catalog No. 1843 
Accessible Fuse 
60 Ampere Size 


This Wadsworth Accessible Fuse Switch meets 
the continuous forward movement for 


“Safe” 
“Adequate Wiring” 


Meter Service Switch Installations. 


A switch that meets the requirements necessary 
for a Safe Service switch installation and the ade- 
quate wiring residence program. 


Ample and simple wiring facilities and knock- 
outs that are easily and cleanly removed, assist con- 
tractors in making a neat, complete and satisfactory 
installation. 


You can safely recommend the use of Wads- 
worth Accessible Fuse Safety Switches to your 
contractors. 


Write for Bulletin No. 21 for complete infor- 
mation. 





TRICMFGG INC. 
ntucky. 








The WADSWO 











The band should strike up “Sempe: 
Fidelis” as John Hagn carries arms 
with a smile of good will for all the 
world. John has janitored for the 
Graybar Electric Co., St. Louis, for 22 
years and stands ace-high with everyone 
in Spruce Street crowd. 





The Selection of Manufac- 
turers’ Lines 


(Continued from Page 14) 


chases of these new accounts be large 
enough to justify carrying them on 
the books? Can this line be used as 
an entering wedge to secure new ac- 
counts which should eventually be 
sold on additional lines already car- 
ried? 

What assistance does the manufac- 
turer offer? Assuming that the dis- 
tributor will carry an adequate stock, 
extend reasonable credits, make col- 
lections and expend real sales effort 
on his line what does the manufac- 
turer in turn propose to do for the 
wholesaler? Will he place a sales- 


' man in the field to train and assist 
| the wholesaler’s salesman? To what 





Harvey Ball, General Electric Supply 
Corp., Seattle, Wash., and his cruiser 
“Zaida” are shown parked somewhere 


| among the San Juan Islands, Wash. 


Harvey has just finished winning two 
prizes, one for securing the greatest 
number of new dealers in his division, 
and another as high man of the winning 


| division. 
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Will You Be A Partner 


In Our Business? 























lements 




















At the cross roads 
of doubt THE JOB- 
BER’S SALESMAN’S 
“New Program for 
Market Development” 
clearly points the way 
to a new and sure era 
of success for The 
Electrical Jobber. 

We strongly urge 
every one of our dis- 
tributors to put this 
program into effect as 
soon as possible. 


























———————~} 


The CLEMENTS plan of co-operation with electrical 
wholesalers to which we have always referred as our 
‘jobber policy” is a fundamental part of our business. 
It implies an attitude toward those engaged in the whole- 
sale distribution of CLEMENTS products that can be 
described by no better term than that of partnership. 


As electrical wholesalers, you are virtually partners in 
our business. You constitute the first link in the chain 
that ties the consumer to us. We know that we need you, 
and we believe that you need us. We would be short- 
sighted, indeed, if we offered you anything less than the 
equivalent of partnership and the attitude and co-opera- 


tion it implies. 


As partners, your local problems are of vital impor- 
tance to us, and we offer you every consideration in work- 
ing out agreeable and profitable plans to solve them. 
Back of any successful co-operation must be a clearly 
defined relationship and that of partnership embodies our 
fullest conception of the ideal relationship between 


manufacturer and the wholesaler. 


Will you join us and share in the rewards of wholesal- 
ing CLEMENTS Electric Cleaners in your territory? 


Will you be a partner in our business? 





EMENTS MFG.CO., 


66545. Narragansett Ave. [CHC AGO i 


; 
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MURRAY 


more ly Bewveit CHES 


Combination 
Electric Range and 
Light Switch 
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The sale of electric ranges is being given great impetus by power 
companies and jobbers should give their attention to securing their 
share of this business. 


This Murray outfit combines meter entrance and test switch,—range 
and light circuits. Power companies like it as wiring is all in one 
cabinet and it simplifies inspection and meter reader’s job. To the 
contractor it means considerable saving in installation costs. The switch 
shown provides for one 60 ampere range circuit and 4-lighting circuits. 


Murray Range Switches should be stocked by jobbers if they expect 


to cash-in on the increasing sales of ranges. 


METROPOLITAN 
DEVICE GORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN: NEW YORK 








The crew that helps man the ship 
at the General Electric Supply Corp., 
Norfolk, Va., consists of: Edgar Rol- 
lins, counterman; E. L. Johnson, serv- 
ice manager, and P. R. Metcalf, mana- 
ger. They also have a “rat manager” 
in the organization but poor pussy 
was locked in while the picture was 
being taken. 





extent will he advertise both nation- 
ally and locally? If the line is sold 
to retailers what sales and advertis- 
ing assistance does he offer his deal- 
ers? 

Has the manufacturer a definite 
wholesaler policy? Does he avoid 
overlapping of distributors’ terri- 
tories? Does he refrain from price 
discrimination between his distribu- 
tors? What protection does he guar- 
antee his distributors on any direct 
sales? Does he endeavor to keep his 
merchandise out of those trade chan- 
nels which would give his whole- 
salers unfair competition? Does he 
set a required sales quota? Is this 
quota unreasonably large or can the 
wholesaler expect to meet and even 
exceed it? What procedure does the 
manufacturer propose in the event 
that the wholesaler fails to meet his 
quota? Would the line be taken 
from him but not his inventory so 
that he would be compelled to close 
out his stocks perhaps at a material 
loss? 

In its studies of electrical whole- 
salers THE JoBBER’s SALESMAN has 
been surprised to find how frequently 
some houses, especially among the 
independents, change manufacturers’ 
lines. Perhaps this brief discussion 
of some of the considerations which 
other wholesalers give to their selec- 
tion of lines will result in closer and 
more permanent manufacturer- 
wholesaler relations on the part of 
those houses which have changed 
lines frequently in the past. 
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Mercury 


GENERAL @ ELECTRIC 
SUNLIGHT MAZDA LAMP 


eneral Electric 
Sunlight Mazpa lamp advertising will 
reach over 35,000,000 key buyers dur- 
ing January, February and March. It 
also reaches 122,000 of their medical 
advisors every month. 

Over 7,500 inquiries from potential 
buyers have already been received. 
Hundreds more are coming in daily. 

These facts will undoubtedly suggest 
to you that if your house is not capitaliz- 
ing on this tremendous public interest, it 
should be. Investigate—and act—now. 

The story of the G. E. Sunlight 
Mazpa Lamp and the market for it, 
together with many proven, practical 
sales ideas, is contained in an interesting 
new booklet, “Selling Sunlamps.” A 
copy is waiting for you. Write for it or 
send the coupon and it will come to 
you promptly. 


Ultra-violet rays are invisible. This Ultra-Violet 
Indicator will enable you to let your customers SEE 
the presence of ultra-violet. It may be purchased, 
as tllustrated, from Nela Park, for $3.00. 

Another valuable selling help is ‘‘ Artificial Sunlight’’ 
by M. Luckiesh, D. Sc. This book will give you an 
excellent background for selling the Sunlight Mazpa 
lamp. Copies may be secured from D. Van Nostrand 
Co., Inc., New York, at $3.75 each. 





INCANDESCENT LAMP DEPARTMENT OF GENERAL 
ELectric Co., NELA PARK, CLEVELAND, OHIO 


Please send me, without charge or obligation 
a copy of ‘Selling Sunlamps.”’ 
Name ___ 


Address 








City State. 





JS. 2-31 


Join us in the General Electric Program, broadcast every Saturday evening on a Nation-wide N. B. C. Network. 
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Specialized Selling and Order 
Taking 
(Continued from Page 19) 


man is fortunate enough to call at the 


UNDERWRITERS UNDERWRITERS UNDERWRITERS” 
LABORATORIES LABORATORIES LABORATORIES 
INSPECTED INSPECTED INSPECTED 
CconouitT coNnoDUIT CONDUIT 


MFO 


War THESE LABELS 


mean to YOU 


Excellence in Quality and Fine Workman- 
ship—Fretz-Moon Conduit is made from 
steel skelp by a patented “continuous” 
process which assures uniformity, safety 
and economy. 


Strong Welds—Fretz-Moon Conduit is 
welded tightly and smoothly. The weld 
will not open. 


Smooth Raceways—Fretz-Moon Conduit is 
coated inside with hard, glass-like enamel 
that will not crack or chip under severe 
strain. 


Clean, Fast Threads—The threads on Fretz- 
Moon Conduit and in Couplings are cut 
deep, sharp and clean. 


Increased Ductility—Fretz-Moon Conduit 
bends easily and smoothly. 


Absolute Uniformity—in every length of 
Fretz-Moon Conduit. 


Rigidly Tested—Every length is rigidly 
tested and carefully inspected before the 
label is attached. 


Protected Against Corrosion—Fretz-Moon 
Galvanized Brands are protected by zinc 
coatings that will not scale. 


Long Life—Fretz-Moon Conduit defies time. 


Any one of three Fretz-Moon labels— 
orange, ENAMELITE; red, GALVITE, 
blue, HOT DIPPED GALVITE—is your 
guarantee of positive satisfaction. 


Sell Fretz-Moon Conduit. It saves time 
and money all down the line—and creates 
customer-friends. 


Butler, Penna. 


TRETZ-MOON 


RIG/D CONDUIT 





Sy ‘: i? ye ae ee gu mebe. ie rs 


pepe 


TH 


i 


time the customer is ready to buy 
and if his price is in line, he may get 


'an order. But it is easy to see that 


the ratio of the salesman’s, calls to 
orders is so high under such condi- 
tions that it is impossible for him to 
show a profit. The specialists are 
doing a job of selective and intensive 
selling. The general supply salesmen 
are in reality only order takers. Per- 


_ haps some of their accounts are sus- 


ceptible to the intensive selling meth- 
ods employed by the specialists. If 
so, these are the accounts where these 
men should devote their time. The 
other accounts who buy purely on 
price as they need merchandise can 
be handled at far less expense by the 
telephone and counter salesmen. The 
article on page eight of the January 
issue shows how one_ wholesaler 
makes a profit of 4.7% on this type 
of business on which the jobber 
under discussion loses 3%. A com- 
parison of the charts accompanying 
this article with those shown in the 
January article will clearly illustrate 
the cost of lack of specialization on 
the part of the electrical wholesaler. 
Only by specialization can he hope to 
adapt himself to present day methods 
of distribution and develop a stable, 
profitable business. 


oK K * 
How Would You Handle This 
Situation? 
(Continued from Page 34) 


if we were confronted with the prob- 
lem outlined in the second paragraph 
| of your letter and I presume that if 


we sold on an exclusive distributor 


| basis like many manufacturers do we 
| would do exactly what they do now— 


that is when all the legitimate jobber 


| channels are taken up by the compet- 
| ing manufacturers we would start out 
| to make jobber outlets by getting 
| somebody else interested in the job- 
| bing business. I have no doubt but 
| what that very condition is responsi- 
| ble for a lot of difficulty in the job- 
| bing business today, since many man- 
'ufacturers are left without legitimate 


jobbing outlets and naturally they 


| will not stay out in the cold and pass 


up a good market, but will do the 


| self-preservation act of making a job- 
| ber out of some contractor or some- 
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8” OSCILLATING MODERNISTIC FAN 
The newest ae — specially de- dull silvery finish. Looks as big as 
signed for modern interiors. Just the ordinary 10” fan. Concealed and “ 
what women want. $12.75 /ist. Rich protected oscillating mechanism. — 





= 


People will buy—when you offer them something better! These new 1931 R &M Fans are 

the biggest improvement in fan design in a quarter of a century. Nothing approaches 

them in good looks—and looks are the big thing in appliance sales today. National 

advertising will make many thousands want them—and R & M’s reputation for sturdy, 

silent, trouble-free construction will clinch the sale. Write for new profit-making catalog. 
Robbins & Myers, Inc., Springfield, Ohio; Brantford, Ontario. 


Robbins & Myers. Inc. 


FANS AND MOTORS 


PORTABLE WALL 
FAN—8’ blades, ideal 
for kitchens. Fits Biddy 
bracket. $7.50 Jést. 





STANDARD FANS 10” OSCILLATING 





—all types and sizes, 
stationary and oscillat- 
ing, A. C.and D.C. 


* qeg: Me 
SN 








isa ER 


KOOLITE—the new 
low priced combina- 
tion fan-lighting fixture 
$20—$2 1.50 Jist. 








BIDDY — combination 
electric drink mixer- 
juice extractor. $14.95; 
De Luxe $18.95 /ist. 


36” and 52” DE LUXE CEILING FAN 
—Only 18 ¥.” headroom with light fix- 
ture. Lustrous bronze finish goes with 
new interiors. Reversible blades. A. C. 


$41 to $54 Jest. 





D ELECTRIC. 


ART FAN—the good 
looking fan for modern 
homes. Attractive sil- 
ver-like finish. Large 
volume breeze. A. C. 
$18.95; D. C. 

$20.45 Jist. 
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Published Monthly by ‘ 
Sed McGill Manufacturing Company 
Lymauier Box 658, Valparaiso, Ind. L 


— to bring you friendly thoughts and news 
about Electrical Specialties of Quality 





FEBRUARY No. 5 of a Series 





Rubber Handle Guard 
Gains Popularity 


The McGill Rubber Handle Portable Guard is indeed a wor- 
thy addition to the already famous family of 24 McGill 
Portables. 

Wherever men need protected light, in dark corners, 
over, under and between pieces of machinery, this new type 
rubber handle guard serves the purpose most excellently. 

Hammer it—step upon it—drop it— it 
=- is made to withstand the hardest kind of 
usage. The easy-grip handle will not break 
or crack. It also does away with the com- 
mon danger of shorts. . 


- 


It is popular be- 
cause it meets the 
need for a_ strong, 
light portable which 
can stand the gaff. 


No. 7000 Series 
Standard No. 7000 


With Reflector. 
No. 7000R. 

With Levolier 
Switch No. 7000S. 
With Reflector and 
Levolier Switch 
No. 7000-SR. 


The newest McGill Catalog will give 
you a complete description of all the 
McGill Guards. Send for your copy 
today. 














; body else that looks as though they 


would be in a position to do a boost- 
ing job for the particular manufac- 
turer. 


Naturally, all of the good markets 
are bound to have as many jobbers, 
either legitimate or otherwise, as there 
are manufacturers in a given line un- 
less some such method as the Frank 
Adam Electric Co. uses is adopted. 

Of course, I don’t mean to say by 
this that the method of selling that 
we use is adaptable to all manufac- 
turers. On a line of manufacture 
where the product is largely shelf 
goods for the jobber our method 
would not be so good, but when you 
consider that switchboard and panel- 
board sales are about 95% engineer- 
ing sales anyway, and the jobber 
could scarcely afford to have a spe- 
cialist on his payroll to handle this 
type of selling, it means that the man- 
ufacturer has to maintain an elaborate 
sales organization such as ours and 
then our method of selling through 
the jobber becomes quite a natural 
result. 

I do not believe, Mr. McLaughlin, 
that I have really answered your 
question or done you a bit of good, 
but that is the picture from our view- 
point. I couldn’t resist giving you 
that. 

H. J. Rernwarpt, Vice-President, 

Frank Adam Electric Co., 
St. Louis. 


* * X* 


Our Faith In Our Whole- 
salers 


(Continued from Page 16) 


trical wholesaler. He says: 

“The evil of price cutting is con- 
tinually cropping up and is by no 
means limited to the independents. 
Only recently, I was approached by 
a committee of wholesalers from one 
of our larger cities who asked me to 


| reduce my prices to them to a point 
| os _ ; 
below manufacturing cost and for as 


long a period as might be necessary to 
clear up a local competitive situation. 
These men realized that the insuf- 
ficient margin afforded by their com- 
petitors’ price was a serious evil and 
yet they proposed to meet the situa 
tion by doing the same thing them- 
selves. They failed to recognize the 
fact that two wrongs cannot make a 
right. 

“If an apple which is only partl) 
rotted is placed in a barrel of sound 
apples, the infection will spread from 
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: “SPARTAN’ Receptacle 


and Switch Combinations 


‘familiarize yourself with these features: 













| Each combination includes a “Spartan” Receptacle and Indicating Flush 
* Tumbler Switch. 


“) Can be furnished with switches operating either vertically or horizontally, or 


3 With either Brown Bakelite or Brass Plates, and 





4 With either Double Pole or Single Pole Quadruple Break Switches. 


y Combinations operating vertically have Bakelite Cups; those operating hor- 
“* izontally have Porcelain Cups. 


6. The Bakelite Plates have Bosses integral with the plates. 
oo 


/. All Bosses are provided with “Easy-Finding” Ribs and T Slots. 


Combination with switch handle { SUPERIOR. ft | 
operating vertically. Sa | 


For complete Usting of these SUPERIOR WIRING DEVICES | 


combinations, see Bryant Catalog 
No. 30, Page 54. Manutactured by 


V 18-231 THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 
BOSTON - CHICAGO - NEWYORK «: PHILADELPHIA - SAN FRANCISCO 


140 Federal Street 844 West Adams Street 60 East 42nd Street 1333 Chestnut Street 149 New Montgomery Street 
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Breaking 


all sales reeords 


* * * * 


x STAR-Rite « 
MAGIC MAID 


$1929 


RETAIL 


a value of 
outstanding 
merit 


Food Mixer and Juice Extractor 
/ both complete at $19-59 retail! 


The STAR -Rite Magic Maid is breaking all records for kitchen 
mixers—and doing it in every type of store: department stores, 
public utility sales-rooms, electrical shops and hardware stores, in 
fact, wherever it is featured, displayed or demonstrated. 

The reasons for Magic Maid’s overwhelming success is simple. 
The STAR-Rite Magic Maid has created an entirely new standard 
of values in motor driven kitchen mixing appliances. Its unusual value, 
its quality and efficiency, are instantly recognizable by the modern 
home owner. The MAGIC MAID is a two-in-one appliance. ..a 
powerful mixer-beater, and an equally efficient juice extractor ... 
all for $19.50 retail. 


A Perfect Food Mixer 
The Magic Maid, with its 4quart revolving bowl, two separate beaters, 
multi-speed motor and adjustable standard, is a thoroughly practical heavy- 
duty kitchen mixer. It mixes, beats or whips: batters, cream, fillings, icings, 
eggs, mayonnaise. Mashes potatoes, meats, vegetables. 
Quick Juice Extractor 
A simple change quickly converts the Magic Maid into a sturdy and efficient 
juice extractor for oranges, lemons, grape fruit, limes, and other fruit juices. 
As a juice extractor, the Magic Maid makes an important saving. 
Competitive Price 
The Magic Maid at $19.50 is a revelation of ingenious design, skilful manu fac- 


turing and beauty of finish. Anyone who compares the Magic Maid to other 
similar products cannot fail to select the Magic Maid for performance and price. 
National Advertising 
Strong consistent advertising in the important women’s magazines (now being 
materially increased in size) is creating definite preference for the Magic Maid. 
Dealers who tie up to this national advertising and display and feature the 
Magic Maid will find plenty of volume in this profitable item. Act NOW and 
cash in on the opportunities. 


The Fitzgerald Manufacturing Co., Torrington, Conn. 
Send coupon for full particulars 
The Fitzgerald Manufacturing Company, Dept. 2M, Torrington, Conn. 


Gentlemen: Kindly send me full information on the Magic Maid 
together with details of sales methods and sales helps. 


* " * 
RR ESRB RG CER ORS RCE AE Ne eS 


Name 





Address _ — = 








| Sierras last year. 
| chandising manager 


These are just a few of the results 


| of a vacation trip made by Mr. and 


Mrs. H. C. Goldrick into the High 
Mr. Goldrick is mer- 
at the Graybar 


| Electric Co., Inc., Los Angeles. 





_the one bad apple to all the others 
_ until the entire lot becomes rotted and 

has to be thrown out. The man, be 
_he manufacturer, wholesaler, or re- 
| tailer, who sells merchandise without 

securing a profit over and above his 
| operating costs is headed for disaster. 
To attempt to meet his competitor on 
| the basis of price rather than of the 
cost of service rendered is to invite 
bankruptcy. 

“One of my wholesalers once came 
| to me in great distress. He confessed 
| to giving confidential rebates in order 
_to meet competition and, quite natu- 





_ rally, he was losing money. As he 


visualized his situation it was a choice 
between no rebates and no business, 
or rebates and no profits. I told him 
that our company was 26 years old, 
that our invested capital was just 50 
| times as large as when we started in 
business and that I laid this entirely 
to our policy of consistently main- 
taining our prices through the lean 


| years as well as the fat ones. 


“Tt often requires courage to ob- 
tain an order on the basis of the value 
of the service rendered in the face of 
price competition, but it can and is 
being done. Let me cite an actual 


| case to prove it. 


“One of our representatives once 
made a special trip to Pittsburgh to 
obtain permission to meet price com- 
petition on a large conduit order. The 
conduit was to be delivered to the 





| jobs by truck from the local whole- 
saler’s warehouse as wanted. I told 
this man to take the first train back 
to where he came from, go directly 
to the vice-president in charge of pur- 
chases and thoroughly explain to him 
the reason for the three sets of prices 
on our conduit sheet, also to tell him 
_that our wholesaler paid us the same 
| price regardless of the price at which 
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ou 
é Wouldnt 
Hang ona 
SatetyVaive! 


f It would be folly to keep a steam 
GJ course not! safety valve from blowing off steam 


when the safety factor cries for relief from excessive steam 





pressure. 
Just so with a fuse! When an sult in burnt casings and damage to equip- 
excessive and continual overload ment. 


cries for relief, the fuse should — suyppRIOR TIME LAG in TRICO fuses 


blow = the proper time”—when the is safe, accurate and dependable. It is 
safety factor is reached. the product of exhaustive engineering, in- 


Retarding the blow beyond the point of finite care in construction, and 13 years of 
safety, by means of doubling up fuse links actual experiences in the field. TRICO 
or over-done Time Lag in fuses, will re- is a TRUE Time Lag Fuse. 
. . bes IT. +hac ~enenee 6 
Money-Saving Factors SITo secure these money-sav- 
: ing factors the TRICO renewal 
No Premature Blowings element is designed with the 





No Unnecessary Shutdowns thought of performance in mind 


# 
: ime La No Oxidized Contacts rather than interchangeability of 
No Charred Casings links. The practical buyer pre 
fers performance. 


Copper-to-Copper Contacts 
ther Makes oO enewable 
FOR 13 YEARS | SUPERIOR TIME LAG J tt 


TRICO FUSE MFG. CO., 1004 McKinley Ave., Milwaukee, Wis. 


~ 


REG. U. S. PAT. OFF. 































“Powder- 
Packed” 


>< 












RENEWABLE FUSES FUSE PULLERS CLAMP FOR FUSE CLIPS | COLORTOP PLUG FUSES |NON-RENEWABLE FUSES 


Built-in Money-Saving Factors. For safe pulling of Fuses. Genuine | Reduces Resistance, Preserves Clips | Tells instantly the capacity of a Fuse Built for service, not 
down to a price. 


\ Fundamentally Correct.  nemated horn fibre. 4 see) and Fuses. Sizes to fit all Ges by its colors. 6 distinct colors. 
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SHOWCASE 
CHTING 


No. 80 
No. 80—Single unwired unit for intermediate base T— 


6!/, tubular lamp; Length—8!/,”; width—134,”; height 
—134”. Standard finish—statuary bronze plate. 


No. 90 
No. 90—Single unwired unit for standard base T—I0 
tubular lamp; Length—9”; height—1 7/9”; width—2!/.”. 
Standard finish—statuary bronze plate. 


pAY-BRite ~* | 


No. 96 


¥ 


Showcases No. 96—For standard lamps 
Show Windows to 60 watt; Length—9”; 
a : Banks height—3!/,”; width—4!/,”. 
hot Glades Standard finish — aluminum 


Interior Electric Signs spray. 








Above illustrates an attractive 
counter card that will be dis- 
played by alert and progres- 
sive jobbers during February. 








3825 Laclede Ave. Saint Louis 





| he sold the conduit, and that the dif- 
ference in price between direct ship- 
ment to his customer in carload lots 
|and in piece-meal truck deliveries 
| from his warehouse represented the 
cost of performing this service and 
was a charge to which the wholesaler 
was justly entitled. 

“The next day I had a long dis- 
tance telephone call from our repre- 
| sentative to tell me he had the order. 
| The vice-president had listened care- 
| fully to his story, called in his pur- 
| chasing agent and told him to reject 
| all bids that were out of line with our 
| bid. Then the vice-president said, ‘| 
| want you to make out the order for 
this conduit at once and hand it to 
| this gentleman as a reward for having 

explained and justified to us his con- 
duit schedule.’ 

“As to this talk of the wholesaler, 

_ especially the independent, being put 
| out of business. Whether he be large 
| or small, the wholesaler cannot be put 
| out of business as long as he recog- 
_nizes the fundamental principle that 
| he must receive a price sufficient to 
| cover his operating costs and give him 
|a fair profit. 

| “He must know his costs broken 
down to cover each kind of service 
which he renders, determine upon 
adequate selling prices for each phase 
of his business and always remain 
| loyal to his principles.” 





} ae as 





At the left is Leonard Nordskog, 
purchasing agent of the Myers Electric 
Co., Los Angeles, Calif., and at the 
right is George Le Gassick, sales man- 
ager of the same company. We had to 
| go through two alleys, across a street 
and drag them out of a restaurant in 
order to get this picture. But the pic- 
ture is worth it for they are two clever 
boys. Leonard hails from Marshall- 
town, Ia. George, on the other hand, 
we believe rates as a native son. 








Be 


a 7 7 4 
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KEEPING 
THE SALES 
HIGHWAY 
OPEN. 














The Wilshire Tower Building, Los Angeles, Cali whose electrical 

witkes is permanently protected by er Conduit. 

Architect - GILBERT STANLEY UNDERWOOD — Los Angeles 
Electrical Engineer—W1ILBUR H. PLUM—Los Angeles. 


General.Contractor H. W. BAUM CO.—Los Angeles 
Electrical Contractor—GOLDEN STATE ELECTRIC CO.—Los Angeles 







OW, more than ever before, progressive jobbers and their salesmen are finding 
that aggressive advertising really does play an important part in keeping the 
sales highway open. No matter how deep the drifts of sales resistance may be, 
Youngstown-Buckeye Conduit advertising clears them away, keeping the sales road 


open for those aggressive salesmen who follow in its wake. 


By concentrating on Youngstown-Buckeye Conduit you can consistently maintain 
a good sales volume. Your prospects have been pre-sold before you reach them, 
and dollars are more readily spent today for those products whose reputation is 


above question and whose value is a known, proven quantity. 


Experience has proved that it pays to push Youngstown-Buckeye Conduit. Try it 


and watch the results in your conduit sales. 


_ THE POR SINTET MW MOM WANG suet anv Tuse company | 
One of the oldest manufacturers of copper-steel, under the well-known and established trade name “Copperoid” 
General Offices: YOUNGSTOWN, OHIO 


DISTRICT SALES OFFICES: 


ATLANTA :- -- or Suiting DENVER : Continental Oil Bldg. NEW YORK - 30 Church Street ST. LOUIS - - - Louderman Bidg. 
BOSTON : hamber of DETROIT - + Fisher Building Hudson Terminal Building YOUNGSTOWN : - Stambaugh 
- Commerce Building s1di KAS inn CITY, ‘MO.- Commerce on - a + Franklin Trust Building 
BU + Liberty Bank Building 
HICAGO - « - Conway Building LOS ANGELES: 3000SantaFeAve. PITTSBURGH - Oliver Building LONDON REPRESENTATIVE 
INCINNATI-Unio Trust Bldg. MEMPHIS : -- 42 Keel Avenue SAN FRANCISCO --- 55 New The Youngstown Steel Products 
LEVELAND.- Term’! TowerBldg. MINNEAPOLIS + + Andrus Bldg. Mosspomery Street Company, Dashwood House, Old 
)ALLAS « + - Magnolia Building NEW ORLEANS: Hibernia Bidg. SEATTL + + Central Building Broad Street, London, E. C. Eng. 


s,ALVANIZED SHEETS PROTECT + SAVE WITH STEEL 
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Editors on WHEELS 


—are making your 
business paper! 


He’s out—but he’s not at the country club. His 
chair is empty this afternoon — but it won’t be to- 
night. He’ll be back from the front with important 
news for you and your business. 


For today your business paper is edited on wheels. 


Is there a hint of a new process, a new method, a 
new machine that may cut costs for a whole industry? 
Your editor is there by the shortest, swiftest route. 


Is there a rumor of impending price changes—of 
a merger that may affect competition—a tariff that 
may affect exports? Your editor is on the ground, 
looking at emergencies through your eyes, getting 
the facts for you. 


Is there news of a selling plan, a packaging idea, a 
distribution scheme that moves goods quickly? He 


Gil 4) jo. is there, to appraise its value to you, to bring you the 
Yd ; 

story of just what happened. 
THIS SYMBOL identifies an , ; p : 
ABP paper . . . It stands for No wonder your editor is not at his desk. He is 


honest, known, paid circu- riding the rails, flying the airlines, touring the roads— 
lation; straightforward 


business methods, and edi- a reporter at the front, an editor on the way home. 
rap aonnnagee > teanni And he is doing it all for you. His reports, digested 


reader interest... These are . : 
the factors that make a val- for you, written for you, published for you—are 


uable advertising medium. 


yours in the pages of your business paper. 


¢ * + 


MILL SUPPLIES IS A MEMBER OF 
THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE - NEW YORK CITY 
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WHAT and WHERE 
to SELL 


N this section 1s contained 

a “Ready Reference” guide 
to the resale, contracting, in- 
dustrial, and commercial mar- 
kets. The information given 
should be considered in the 
light of a “Daily Reminder” 
to all jobbers’ salesmen of 
“What and Where to Sell.” 





Salesmen are invited to make any suggestions which will improve this section as a selling tool 
for them. Such criticism would also be appreciated from executives and sales managers of both 
wholesale and manufacturing concerns. 
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The Resale Market 


The numbers below indicate the actual outlets by their ratings: 
(1) excellent; (2) very good; (3) good; (4) fair. 


Al 





LASSIFICATION 
OF 

ELECTRICAL |§ 

MERCHANDISE S 

Zz 

/ 


BATTERY SHOPS 
CIGAR STORES 
STORES 
DRUG STORES 
FURNITURE STORES 
GIFT SHOPS 
JEWELRY STORES 
LAMPS AND SHADES 
OFFICE SUPPLIES 
PLUMBING AND 
REFRIGERATION 
SPORTING GOODS 
TOY SHOPS 
VARIETY STORES 


Ay | HARDWARE 


Qs 


H E 
BATTERIES 


BROODERS 


CHRIST, 
T 2 


CHURNS 

CIGAR LIGHTERS 
CLOCKS 

CLOTHES DRIERS 
COOKERS 

CORDS ZL 
CORD SETS = 
CORN POPPERS 
CURLING IRONS 
DIMMER SOCKETS |, 7 
DISHWASHERS 
DOUGHNUT MOLDS 
EGG COOKERS 

EGG TESTERS 
EXERCISERS 

FANS 


FLASH LIGHTS ei’ 


RE LOGS 
H 


FLOOR POLISHERS 
u 


G, 
Gs IN] CENTRAL STATI 


VIA JNTNIRT NPS PS TNTSN Ne he 
Gy Go} Gs} @ | G | &] Ww Cy 
WW [Gs ]Ry [Ad ]Rs [Gy | 1% 
PPPPINJWINP SPENT RE WIG] [& 
U 
Ww 


“ig 


NIN PSININ 


ORS 
FUSES 
GRIODLES 
GRILLS 
HAIR CLIPPERS 
HAIR DRYERS 
HEATERS, INSERT WALL 


WS} NIN TO& IAN Tag IN IN 


~ [% 


HEATERS, PORTABLE 
HEATERS, WATER 
HEATER UNITS 
HEATING PADS 
HOT PLATES 
HUMIDIFIERS 

ICE CREAM FREEZERS 
INCUBATORS 
INSECT 

INSECTICIDE SPRAYERS 
IRONS 

IRONERS 


at NIN IAQ 
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The Resale Market 


The numbers below indicate the actual outlets by their ratings: 


(1) excellent; (2) very good; (3) good; (4) fair. 





+ 
< 
Ac) 
m 
ec) 
nN 


RETAILER 
LASSIFICATION 


OF 
LECTRICAL 
ERCHANDISE 


STATIO 
= 
G 


MERCHANDISE 
GIFT SHOPS 





DEALERS 

RETAILERS 
OFFICE SUPPLIES 

TOY SHOPS 


FURNISHI 
JEWELRY STORES 


ACCESSORIES 

™~ | BATTERY SHOPS 
CIGAR STORES 
DRUG STORES 
FURNITURE STORES 

N 
LAMPS AND SHADES 
MUSIC DEALERS 
EALERS 

VARIETY STORES 


G1 AND MACHINERY 
HARDWARE ST 


W |X FILLI 


LAMPS, AUTOMOBILE | / 


“| QICENTRAL STATIONS 


LAMPS, INCANDESCENT | 3 
LAMPS, HEALTH 

LAMPS, DESKS OR OFFICE 
LAMPS, TABLE OR 


{ds 
& ]& | |G] & 
W 1 W1WIG 
Wie] & 
KA |v 


LIGHTING FIXTURES 
MILK WARMERS 
MIXERS, DRINK 
MIXERS, KITCHEN 
MOLDED SPECIALTIES 


bo 1X9 Icy 


OZONATORS 

PAINT SPRAYERS 
PERCOLATORS 
PLATE WARMERS 
RADIO SETS 

RADIO TUBES 
RANGES 
REFRIGERATORS 
SEWING MACHINES 
SKIN PATTERS 
SOLDERING IRONS | /|/ 
STEAM RADIATORS 
TABLE STOVES 

TAPE 

TEA POTS 

TIE PRESSERS 
TOASTERS 

TOYS 

TRAINS 

TROUSER PRESSERS 
URNS, COFFEE 
VACUUM CLEANERS 
VAPORIZERS 
VENTILATING FANS | 2 
VIBRATORS 
VIOLET RAYS 
WAFFLE IRONS 
WASHING MACHI 
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THE CONTRACTOR MARKET FOR 


Residences and Apartments 


Commercial and 





Service and Meter Board 


Cable: Lead, Rubber Covered 
Conduit and Fittings 

Fibre 

Rigid 
Ground Clamps 
House Racks and Wire-Holders 
Service Fittings 
Switches, Entrance and Meter 
Wire, Rubber-Covered 


Distribution System 


Panelboards 
Conduit: Rigid 
—Flexible Metal 
Conduit Elbows and Couplings 
Conduit Fittings 
—Hangers 
Cable and Fittings 
Armored 
Non-Metallic 
Loom 
Knobs, 
Boxes: 
Floor 
Outlet 
30x Covers 
Box Hangers 
Cut-outs 
Federal Bushings 
Fixture Studs 
Rubber Covered Wire and Cable 


Tubes, Cleats 
Cut-out 


Convenience Outlets in Every Wall| Miscellaneous 


Receptacles: Bulls-Eye 
—Heavy Duty 
Fan Hangers 
Switches: Door 
—Enclosed 
—Flush and Surface 
—Single-Pole 
—3 and 4-Way 
Plates : Combination 
—Convenience Outlet 
—Receptacle 
—Switch 


Including Special Circuits for 


Clocks 

Fireplace Logs 

Insert Wall Heaters 
Laundry Appliances 
Medicine Cabinets 
Oil Burner or Stoker 
Range 

Refrigerator 
Ventilating Fans 


Garage, Outlets for 


Lighting 
Engine Heater 
Vacuum Cleaner 


Work Bench 


|Low-Tension System 

|Annunciators 

Batteries 

‘Bells and Buzzers 

‘Bell Transformers 

‘Burglar Alarms 

Conduit and Fittings 

| Fibre 
Rigid 

‘Floor Treads 

‘Push Buttons 

|Mail Boxes 

‘Outlet Boxes 

\Speaking Tubes 

Telephones, Private 

Telephone Receptacles and Plates 
for City Service 

Thermostats 

Annunciator | 

—Damp Proof 
—Telephone 


‘Radio Wiring 

Antenna Circuit 

Ground Circuit 

\Radio Receptacles and Plates 
‘Central Radio System 


‘Exterior Outlets 
General Lighting 
Decorative Lighting 











| 
| 


Lighting Fixtures 
‘including Incandescent Lamps 


| 


‘Bolts: Carriage, Expansion, Stove 
Machine, Toggle 

Connectors: Cable | 
—Wire . 

Fuses | 

|Locknuts and Bushings 

\Pipe Straps | 

Screws: Lag, Machine, Wood 

Solder and Paste 

Tape, Friction and Rubber 

Tools (see opposite page, Col. 3) 


Additional Items for 
Apartment Houses 
Service or Transformer Vault 
Bus-bars 

Switchboard 

| Transformers 
|Distribution System 
|'Power Panels 
‘Distribution Panels 


| 
|\Sub-meters | 


‘Exit Lights 
Special Circuits, Motors and | 
Control for | 


’ 








\Elevators 
Elevator Signal Systems | 
‘Pumps 


‘Low Tension System 
Apartment House Telephone System 
‘Door Openers | 


Temporary Wiring for 
General and Sub-Contractors 
Temporary Service 
Entrance Fittings 
Entrance and Meter Switches 
Racks and Wireholders 
Conduit and Fittings 
Flexible 
Rigid 
Armored Cable and Fittings 
Wire and Cable 
Rubber Covered 
Weatherproof 
Enclosed Switches 
Cut-outs and Boxes 
Fuses 
Receptacles 
Sockets, Brass Shell 
—Porcelain 
—Weatherproof 


‘Motors and Control 


Heavy Duty Cords and Plugs 
Reflectors 
Flood Lights 


‘Lamp Guards 
Incandescent Lamps 


Service or Transformer Vault 


[Bus Bars and Fittings 


Cable: Lead, Rubber Covered 
Conduit and Fittings 

Fibre 

Rigid 
Ground Clamps 
Racks and Wireholders 
Service Fittings 
‘Switches, Entrance and Meter 
‘Switchboard 
‘Wire, Rubber Covered 


‘Low-Tension System 


‘Annunciators 


Batteries 

Bells and Buzzers 

Conduit and Fittings 

Door and Window Trips 

Floor Duct and Fittings 

Floor Treads 

Gongs 

Boxes, Floor and Outlet 

Receptacles and Plates 

Telephones, Private 

Transformers: Bell and Signal 

Wire, Annunciator 
—Damp-proof Office 
—Telephone 


‘Special Circuits for 


Fire Alarms 

Inter-Office Call Systems 
Telegraph Call Signals 

Private Telephone Systems 

City Telephone Service 
Thermostatic Temperature Control 
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Public Buildings 
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NEW CONSTRUCTION WORK 











Distribution System 
Power Panels 
Distribution Panels 
Sub-Meters 
Conduit,Flexible and Rigid 
Conduit Elbows and Couplings 
Conduit Fittings 
Conduit Hangers 
Conduit Nipples 
Conduit Plugs 
Conduit Base and Fittings 
Chase Nipples and Couplings 
Floor Duct and Fittings 
Overhead Duct and Fittings 
Cable and Fittings 
Armored 
Non-Metallic 
Surface Metal Raceway and Fittings 
Wire and Cable 
Cable Supports 
Soldering Lugs 
Boxes: Cable 
Concrete 
Conduit 
Floor 
Metal 
Switch 
Box Covers 
Federal Bushings 
Fixture Studs 
Convenience Outlets 
Fan Hangers 
Receptacles 
Switches : Enclosed 
Flush 
Surface 
Plates: Combination 
Convenience Outlet 
Receptacle 
Switch 
Exit Lights 
Special Circuits, Motors and 
Control for 
Electric Signs 
Elevators 
Elevator Signal Systems 
Flood Lighting 
Pumps 
Stokers and Oil Burners 
Vacuum Cleaners 
Ventilating Apparatus 
Lighting Fixtures 
including Incandescent Lamps 
(see next page, Column 1) 
Miscellaneous 
Bolts : Carriage, Expansion, Machine, 
Store, Toggle 
Connectors, Cable and Wire 
Fuses 


| Locknuts and Bushings 
| Pipe Straps 


Screws: Lag, Machine, Wood. 
Solder and Solder Paste 
Tape, Rubber and Friction 
Tools (see Third Column) 








Additional Circuits and Control for 


Commercial Garages 


Air Compressors 

Automatic Parking Systems 
Brake Testing Machines 
Car Greasing Apparatus 
Car Washing Apparatus 
Door Openers 

Gasoline and Oil Pumps 
Machine Tools 

Portable Tools 

Vulcanizers 


*Hotels and Clubs 


Auto and Taxi Calls 
Central Radio System 
Paging System 

Cooking Equipment 
Kitchen Machinery 
Laundry Machinery 
Refrigeration Machinery 
Barber and Beauty Shop 
Valet 


*Hospitals and Institutions 


Central Radio System 
Emergency Lighting 
Nurses Call System 
Fluoroscopic Laboratory 
Therapeutic Laboratory 
X-Ray Laboratory 
Operating Room Equipment 
Cooking Equipment 
Kitchen Machinery 
Laundry Machinery 
Refrigeration Machinery 


Stores 


Beauty Parlors 
Interior Signs 
Restaurant 
Cooking Equipment 
Kitchen Machinery 
Refrigeration Machinery 
Show Case Lighting 
Show Window Lighting 


Theatres 


Auto and Taxi Calls 
Projection Booth Equipment 
Sound Equipment 
Spot Lights 
Stage Equipment 
Border Lights 
Foot Lights 
Dimmers 
Panels 
Stage Pockets 
Switchboards 


| *Schools 
| Central Radio System 
| Program System 
| Emergency Lighting 
Assembly Hall 
Projection Booth 
Sound Equipment 
Stage Lighting 
Domestic Science Rooms 
Cooking Equipment 
Laundry Machinery 
Sewing Machines 
Laboratory Apparatus 
Manual Training Shops 
Electrical 
Forge 
Machine 
Pattern Making and Molding 
Restaurant 
Cooking Equipment 
Kitchen Machinery 
Refrigeration Machinery 
Industrial Buildings 
(See Industrial Market) 








Tools for All Jobs 

Armored Cable Tools 

Boring Machines 

Braces and Bits 

Circuit Testers 

Cutters, Bolt and Box 

Drills, Portable and Bench 

Fish Tape and Grips 

Grinders 

Hack Saws and Blades 

Hammers, Electricians 

Hammers, Electric 

Hickeys 

Hoists, Chain and Electric 

Knockout Punches 

Ladders 

Pipe Benders: Hand, Hydraulic 

Pipe Cutting and Threading 
Machines 

Pipe Tongs 

Pliers, Electricians 

Power Drives 

Punches 

Reamers 

Reels 

Saws: Hand, Electric and Rotary 

Screw Drivers: Hand, Electric 

Shears: Bar, Electric 

Solder Dippers 

Stocks and Dies 

Torches: Blow, Cutting 

Water Pumps 

Wire Measuring Machines 

Wire Grips 

Wire Strippers 

Wrenches: Pipe, Socket 





*See “COMMERCIAL MARKETS” for Itemized List of Equipment. 


Vises and Vise Stands 
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THE CONTRACTOR MARKET (Continued) 





LIGHTING 
EQUIPMENT 


Commercial 
Industrial 
Outdoor 
Residential 





Commercial Units 
(ceiling and pendant) 
Direct 
Indirect 
Semi-Indirect 
Enclosed Glass 
Opal 
Polycase 
Prismatic 
Concealed Reflectors 
Corridor Units 
Daylight Units 
Floodlights 
Goosenecks 
Hospital Units 


Industrial Units 
Adjustable Arm 
Acid Proof 
Dust Proof 
Vapor Proof 
High Mounting 

Interior Signs 

Outdoor Standards 

Pit Units 

Show Window 
Foot Lights 
Floodlights 
Reflectors 
Spot Lights 

Special Reflectors for 
Bank Cages 
Cove Lighting 
Pictures 
Refrigerators 
Signs 
Show Cases 
Wall Cases 

Street Brackets 


Standard Reflectors 
Angle 
Cone 
Concentrating 
Distributing 
Flat 
Half 
Parabola 
RLM Dome 
Theatre 
Aisle Lights 
Border Lights 


INSTALLATION 


Accessories 


Attachment Plugs and Caps 

Batteries 

3ead Chain 

Color Caps 

Drop Lights, Complete 

Extension Cords, Complete 

Fixture Cord and Wire 

Portable Cords: All-Rubber, Art-Silk, 
Cotton, Heater, Lamp, Weather- 
proof 

Cord Connectors 

Flashlights and Batteries 

‘Fuses: Plug, Enclosed, Renewable 

Fuse Links 

Fuse Wire 

Incandescent Lamps 

Lamp Coloring 

Lamp Guards 

Luminous Buttons and Pendants 

Molded Specialties 

Shade Holders 

Solder and Solder Paste 





Insulating Materials 

Compounds, Filling and Sealing 

Cotton Cords, Twines and Sleeving 

Fibre 

Insulating Papers 

Mica 

Paints, Oils, Shellacs and Varnishes 

'Tapes: Asbestos, Cotton, Friction 
Mica, Rubber, Varnished Cloth 

Varnished Cloth and Silk 


Lighting Equipment 
Glassware Replacements 
Reflector Replacements 
Additional Units 

\(See First Column this page) 





lLow-Tension Equipment 


Annunciators 

Bells and Buzzers 

Desk Buttons 

Door and Window Trips 
Floor Treads 

Gongs 

Insulated Nails and Staples 
Push Buttons 

Telephones 





Foot Lights 
Stage Lights 

See Manufacturers’ Bulletins on Special 
Applications for: 

Airports 

Banks 

Churches 

Clubs 

Floodlighting 

Hospitals 

Industrial Plants 

Office Buildings 

Residences 

Schools 

Service Stations 

Show Rooms 

Show Windows 

Sport Lighting 

Street Lighting 

Theatres 





Wire, Annunciator 
Damp-proof Office 
Telephone 


Tools (See List for New Construction) 


Wiring Materials 


Armored Cable 
Armored Cable Fittings 
Boxes: Cable and Loom 
Concrete 
Conduit 
Cutout 
Floor 
Outlet 
Switch 
Utility 
Box Covers 
Box Hangers 
Busbars and Fittings 





MAINTENANCE AND REPAIRS 


Motors, Industrial Plants, Commercial and Public Buildings, Signs, Etc. 


OF EQUIPMENT 


Oil Burners, Pumps, Refrigeration, Low-Tension Signals, Motor-Driven Machinery, 
Ranges, Water Heaters, Sound Equipment, Stokers, Etc. 


Cable: Armored 
Non-Metallic 
Lead-Covered 
Park 
Rubber Covered 
Stage 


Capacitors 
Connectors, Cable and Wire 


Conduit: Fibre 
Flexible Metal 
Rigid 
Conduit Elbows and Couplings 
Fittings 
Hangers 
Nipples 
Plugs 


Cutouts: Plug 
Enclosed 


Federal Bushings 

Fixture Studs 

Floor Duct 

Fuse Blocks 

Knobs, Tubes and Cleats 
Locknuts and Bushings 

Surface Metal Raceway and Fittings 
Overhead Duct and Fittings 

Panel Boards 

Pipe Straps and Clamps 


Plates: Blank 
Combination 
Radio 
Receptacle 
Switch 
Telephone 


Receptacles: Flush 
Heavy-Duty 
Radio 
Sign 
Surface 
Weatherproof 


Rosettes: Brass Shell 
Porcelain 
Weatherproof 


Steel Tubing 
Soldering Lugs 


Switches: Canopy 
Enclosed 
Entrance 
Flush 
Knife 
Meter 
Motor Starting 
Panel 
Pendant 
Pull Cord 
Remote Control 
Safety 
Surface 
Time 

Weatherproof Fittings 


Wire: Asbestos Range 
Rubber Covered 
Slow Burning 








Weatherproof 
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COMMERCIAL MARKET for ELECTRICAL EQUIPMENT 





Hotels and Clubs 


For General Use 


Air Purifiers 

Auto and Taxi Calls 
Central Radio System 
Clocks for All Rooms 
Cord Sets 

Exit Lights 

Fire Alarm System 
Floor Scrubbers 
Illuminated Ornaments 
Incandescent Lamps 
Lighting Fixtures 
Paging System 
Portable Lamps 
Telephones, Private 
Vacuum Cleaners 
Ventilating Fans 


Barber and Beauty Shops 


Curling Irons 
Hair Clippers 
Hair Driers 
Sterilizers 

Sun Lamps 
Water Heaters 


Guest Rooms 


Bed, Desk, Floor and Table Lamps 
Fans 


House Physicians 


Sterilizers 
Sun Lamps 
Vibrators 
Violet Rays 


Laundry 


Driers 

Flat Irons 

Ironing Machines 
Washing Machines 


Kitchen and Serving Stations 


Broilers 

Coffee Mills 

Coffee Urns and Urn Heaters 
Doughnut Molds 
Drink Mixers 

Egg Cookers 

Fireless Cookers 
Food Mixers 

Food and Plate Warmers 
Fruit Juice Extractors 
Fudge Warmers 
Griddles 

Grills 

Hot Plates 

Ice Cream Freezers 
Ovens 

Ranges 

Sandwich Toasters 
Toasters, Commercial 
Steam Tables 

Waffle Irons 


Lobby 
Fireplace Logs 





Desk, Floor and Table Lamps 
Radio Sets 


Rental to Guests 


Curling Irons 
Exercisers 

Fans 

Hair Driers 
Heating Pads 
Midget Radio Sets 
Sun Lamps 


Valet 


| Tailor Irons 


Tie Pressers 








Hospitals and Institutions 


For General Use 


Air Purifiers 

Auto and Taxi Calls 
Central Radio System 
Clocks for All Rooms 
Cord Sets 

Emergency Lighting 
Exit Lights 

Fans 

Fire Alarm System 
Flash Lights and Batteries 
Floor Polishers 

Floor Scrubbers 
Incandescent Lamps 
Lighting Fixtures 
Nurses’ Call Systems 
Portable Lamps 
Telephones, Private 
Vacuum Cleaners 
Ventilating Fans 


Kitchens and Serving Stations 


Broilers 

Coffee Mills 

Coffee Urns and Urn Heaters 
Double Boilers 
Doughnut Molds 
Drink Mixers 

Egg Cookers 

Fireless Cookers 
Food Mixers 

Food Warmers 

Fruit Juice Extractors 
Fudge Warmers 
Griddles 

Grills 

Hot Plates 

Ice Cream Freezers 
Ovens 

Percolators 

Plate Warmers 
Ranges 

Sandwich Toasters 
Toasters, Commercial 
Steam Tables 

Waffle Irons 


Laundry 


Driers 

Extractors 

Flat Irons 

Ironing Machines 
Washing Machines 


Laboratories 

Fans 

Hot Plates 
Immersion Heaters 
Lamps, Adjustable 


| Sterilizers 








Operating Room 
Special Lighting Units 
Sterilizers 

Ventilating Fans 


Wards and Private Rooms 


Atomizers, Therapeutic 
Bed Lamps 

Cigar Lighters 
Curling Irons 
Dimming Sockets 
Exercisers 

Hair Clippers 
Hair Driers 
Heating Pads 
Midget Radio Sets 
Sun Lamps 
Vibrators 

Violet Rays 








Schools 


For General Use 


Air Purifiers 
Annunciators 

Central Radio System 
Clocks for All Rooms 
Cord Sets 

Emergency Lighting 
Exit Lights 

Fans 

Fire Alarm System 
Floor Polishers 

Floor Scrubbers 
Gongs 

Incandescent Lamps 
Lighting Fixtures 
Portable Lamps 


| Program System 


Telephones, Private 
Vacuum Cleaners 


Assembly Hall 

Radio Set 

Stage Lighting Equipment 
Class Rooms 

Radio Sets 


| Hospital or Infirmary 


Exercisers 
Heating Pads 
Sterilizers 
Sun-Lamps 
Vibrators 
Violet Rays 


Laboratories 


Fans 

Hot Plates 
Immersion Heaters 
Lamps, Adjustable 
Sterilizers 


Restaurant and 
Domestic Science Room 
See Kitchen under Hospitals 


Manual Training Rooms 


| Blowers 


Electric Tools 
Glue Pots 
Lamps, Adjustable 


| Motors 








Soldering Irons 


Restaurants 


For General Use 


Air Purifiers 

Auto and Taxi Calls 
Exit Lights 

Floor Polishers 
Floor Scrubbers 
Incandescent Lamps 
Lighting Fixtures 
Vacuum Cleaners 
Ventilating Fans 


Dining Room 

Cigar Lighters 
Clocks 

Fans 

Individual Percolators 
Individual Toasters 
Radio Set 

Table Lamps 


Kitchen 


See under Hospitals. 
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INDUSTRIAL MARKET 

















RVICE INOUSTRIES MANUFACTURING INDUSTRIES 




















| | | 
EXTRACTIVE PUBLIC PUBLIC CONSTRUCTION 
INDUSTRIES UTILITIES WORKS 


Metal and Non-Metallic- | Electric Light & Power — Highways and Streets Construction Companies 
Smelting & Refining (See Below) Companies Waterworks and Sewerage General and Sub-Contractors 
Coal Gas Companies Irrigation & Reclamation 
Quarries (See Process Industries) Harbors, Rivers, Canals 
Petroleum and Natural Gas Marine 

Steam Railroads 

Electric Railways 

Automotive Transportation 

Passenger 
Freight (Trucking companies) 
Telephone Companies 









































PROCESS FOOD _ METALREFINING METALWORKING TEXTILE VW/OOD MISCELLANEOUS 


INDUSTRIES INDUSTRIES INDUSTRIES INDUSTRIES INDUSTRIES INDUSTRIES § iNDUSTRIES 


Acids, Chemicals and Bakery Products Smelting & Refining Mech. Machinery Cotton Goods Logging Camps& — Leather Footwear 
Chemical Preparations Canning &Preserving Non-Ferrous Electrical Machinery, Knit Goods Sow Mills Marble & Stonework 


Brick and Other Clay Confectionery Blast Furnaces Equipment & Radio Woolen and Independent Planing Mills Tobacco 

Products and Ice Cream Steel Works and Automotive Worsted Goods Furniture Musical Instruments 
Coke Dairy Products Rolling Mills Cars & Locomotives Clothingand Boxes and Phonographs 
+ cepa Flour & Grainmill Products Ship &Boat Buildings Fur Goods Paper Products 


Explosives Slaughtering and Railroad Repair Shops Silk Goods Printing & Publishing 
Fertilizers Meat Packing lron and Steel Products 


Glass Manufactured Ice Metal Products other 
Leather than‘lron and Steel" 
(Tanned, Curried and Finished) 

Lime and Cement 

Manufactured Gas 

Oil, Cottonseed and Linseed 

Paints and Varnishes 

Paper and Wood Pulp 

Petroleum Refining 


Rayon 
Rubber Goods 
203p Retining 
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THE INDUSTRIAL MARKET 





Conduit: Fibre 
Flexible Metal 
Rigid 

Conduit Fittings 

Conduit Hangers 

Locknuts and Bushings 

Steel Tubing 

Cable, Armored 
Non-Metallic 

Cable Fittings 

Connectors, Cable and Wire 

Surface Metal Raceway and Fittings 

Overhead Duct and Fittings: 
Bus, Trolley, Wire 

Wire— 

Annunciator 
Damp Proof 
Fixture 
Fuse 
Magnet 
Resistance 
Telephone 

Wires and Cables 
Asbestos 
Bare Copper 
Galvanized 
Mining 
Parkway 
Rubber Covered 
Slow Burning 
Stage 
Trolley 
Varnished Cambric 
Weather Proof 
Wire Holders 

Cords— 

All-Rubber 
Fixture 
Heater 

Lamp 
Portable 
Weather Proof 


Boxes 
Cable 
Concrete 
Conduit 
Floor 
Metal 
Switch 
Box Covers 
Wiring Devices 
Fuses 
Receptacles and Plates 
Sockets 
Switches and Plates 
Panel Boards 
Switchboards and Fittings 
Bus-Bars and Fittings 
| Switches 
| Enclosed 
Float 
Knife 
Oil 





Wiring and Maintenance Items 





Meter 


Switches—Continued 
Motor Starting 
Safety 
Time 

Circuit Breakers 

Capacitors 

Relays 

Resistors: 

Current Limiting 
Grid 
Rod 

Weather Proof Fittings 

Incandescent Lamps 

Lamp Guards 

Lamp Coloring 

Insulating Materials 
Compounds, Filling and Sealing | 
Cotton Cords, Twines and Sleeving | 
Fibre 
Mica 
Paints, Oils, Shellacs, Varnishes 
Papers 
Tapes: Asbestos, Cotton, Friction | 

Mica, Rubber, Varnished Cloth | 
Varnished Cloth and Silk 

Transformers 
Auto 
Bell 
Current and Potential 
Distribution 
Power 
Sign | 
Signal | 

Meters 

Instruments 
Portable | 
Switchboard 

Tools, Electricians 

(See list under Contractor Market) | 

Tools, Linesman’s | 

Poles 

Cross-Arms 





| 


Pole Line Hardware | 


Trolley Hardware 
Insulators 

Glass 

Mine 

Porcelain 

Strain 

Insulator Supports 
Pot Heads 
Lightning Arrestors 
Choke Coils 


Equipment Items 
Batteries 
Clocks 
Cooking Equipment for 

Cafeterias, etc. 
(See Hotel Kitchens under 

Commercial Markets) 
Emergency Lighting Systems 
Generators 


Heaters 
Air 
Cartridge 
Radiant 
Space 
Unit, Fan Type 
Humidifiers 


Laboratory Equipment 
Hot Plates 
Immersion Heaters 
Lighting Equipment 
Adjustable Arm Fixtures 
Acid Proof Units 
Dust Proof Units 
Floodlights 
Glasssteel Diffusers 
Glassware 
High Mounting Units 
Ornamental Standards 
Reflectors: RLM, Cone, 
Extensive, Intensive 
Street Brackets 
Vapor Proof Units 
Servicing Hangers 


Motors and Control 
Automatic Control 
Motor Starting Switches 
Remote Control 


Pulleys: Fibre, Iron, Steel 


Miscellaneous 
Glue Pots 
Paint Sprayers 
Soldering Irons 
Solder Pots 
Ovens: Annealing, Baking 
Portable Tools 
Blowers 
Buffers and Polishers 
Electric Hammers 
Electric Drills 
Electric Saws 
Electric Screw Drivers 
Grinders 
Metal Cutters 
Sanders 
Pumps 
Rectifiers 
Rectifier Elements, Dry 
Rectifier Tubes 
Refrigerating Equipment 
Regulators: Voltage, Current 
Signal Equipment 
Annunciators 
Bells and Buzzers 
Burglar Alarms 
Call Systems 
Fire Alarms 
Gongs 
Sirens 
Telephones 
Supervisory Equipment: 
Power, Signal 
Ventilating Equipment 
Blowers 
Exhaust Fans 
Man-Cooling Fans 
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MANUFACTURERS’ 


Sylvania Organizes Two New 
Companies 

Two new subsidiary companies, 
jointly controlled by the Sylvania 
Products Co., and the Nilco Lamp 
Works, Emporium, Pa., have been 
organized to handle Sylvania lamps 
and tubes. 

The Sylvania-Detroit Co., located 
at 169 W. Jefferson Ave., Detroit, 
has been in operation since Decem- 
ber 1, 1930, under the management 
of A. L. Milk, who has been a mem- 


The Hudson-Mohawk Electric League of Albany and sur- 
rounding towns held its regular monthly meeting at the 
Westinghouse Lighting Institute, Grand Central Palace, New 
Sixty-five members of the League met at 
Albany, and boarded a boat for an all-night trip down the 


York, recently. 


News 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of [atest literature 


WY 


ber of the Sylvania sales department 
for several years. 

The Sylvania-Boston Co., 161 
Columbus Ave., Boston, took over 
Sylvania representation in the New 
England states on January 1, 1931. 
It is managed by R. S. Macarthur, 
formerly assistant sales manager of 
the Sylvania Products Co., who came 
to Sylvania from Boston, and has 
a close acquaintance with trade con- 
ditions in that territory. 

* * * 


Trumbull Reorganizes Pacific 
Coast Factories 

The Trumbull Electric Mfg. Co., 
Plainville, Conn., announces that, ef- 
fective January 1, 1931, the name of 
the A. G. Electric Mfg. Co., will be 
changed to the Trumbull Electric 
Mfg. Co., Pacific Division, with 
manufacturing plants located at 
Seattle and Los Angeles. 

The Trumbull Electric Mfg. Co., 
Pacific Sales Division, has been or- 
ganized with headquarters at 432 


Fourth St., San Francisco, under 
the management of H. F. Yost who 
will be responsible for the distribu- 
tion of the products of the Seattle, 
San Francisco, Los Angeles, Lud- 
low, Ky., and Plainville, Conn., fac- 
tories of the Trumbull Elec. Mfg. 
Co. in the Pacific Coast territory in- 
cluding the states of California, 
Washington, Oregon, Montana, 
Utah, Idaho, Wyoming, Arizona, 
Nevada, and western Canada. 

Remittances for shipments from 
any of these divisions should be 
made to the sales division in San 
Francisco, California, beginning Jan- 
uary 1, 1931. 


* * * 


Holyoke Appoints Chicago 
Sales Representatives 


The Holyoke Co., Inc., New 
York, has appointed the Charles G. 
Stevens Co., 560 West Monroe St., 
sales representatives for Chicago ter- 
ritory, including Indiana, Michigan, 
St. Louis, Mo., and Dayton, Ohio. 


Hudson. Arriving at New York early the next morning, the 
meeting begun at little after nine. 
day’s program was an inspection tour of the Institute. Promi- 
nent men in the electrical industry spoke to the group dur- 
ing the tour and at a luncheon at Hotel Shelton. 


The first thing on the 
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Non-Oscillating +6 30 


Oscilating 11” 










you can offer 
Super-Quality 
in a small fan « 


SMALL fan business is profitable, but dealers <3” 
fight shy of the fan that looks “cheap”—flimsy and bearing all 
the ear-marks of cheap construction and finish. It isn’t the 
price that stops them—it’s the fear of being stuck with a toy. 


Diehl has overcome this objection by designing an 8-inch 
induction type fan that ranks evenly with the larger sizes in 
quality, attractive appearance, fine finish and workmanship. 
Dealers can tell at first glance that it is far out of the ordinary 
—that it will give a good breeze—that it will stand up in 
service. Its beautiful gray finish makes friends quickly. Its 
fine workmanship inspires confidence. Its price will be con- 
sidered small for value received. 


What has been accomplished in this 8-inch fan reflects the 
improvement made in the larger sizes. Diehl models are beau- 
tified and lighter in weight without any sacrifice of operating 
efficiency. 





The Diehl line provides a correct fan for every installation, 
good profits for you, and the new 8-inch fan as a quick-seller, 
and introduction to Diehl quality. Specialize on Diehl fans— 
the line which offers all-year-round profit possibilities. 


DIEHL MANUFACTURING COMPANY 
Electrical Division of THE SINGER MANUFACTURING CO. 


ELIZABETHPORT, N. J. 


Atlanta Boston Chicago Dallas NewYork Philadelphia St. Louis 























Write for a copy of the new 16-page Diehl Fan Catalog for 1931 














ay THE JOBBER’S[JJ}SALESMAN 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 








New Electrical Products, Illustrated 





HE <Autovent Fan and Blower 
Co., Chicago, has announced an 
electrically controlled ‘“Autovent” 
furnace blower, a perfectly syn- 
chronized unit, which is entirely 


HE introduction of two new synchronous electric clocks has been 

announced by the Hammond Clock Co., Chicago. The “Oakwood” 
model, left, has a case of walnut colored bakelite. The dial is recessed, 
tinted in buff color and has brown numerals. The flasher disc and 
gold finished second hand are included. Also made of walnut colored 
bakelite, the “Logan” model has a buff tinted, recessed dial which 
artistically sets off the brown numerals and gold finished second hand. 


automatic in operation. It embodies 
the circulating damper, which closes 
automatically when the blower is 
operating and is opened as soon as 
the blower stops so as to provide 
ample free area for gravity opera- 
tion. This furnace blower can also 


be used to supply cool air to all 
rooms during the hot summer 
months. 








N all rubber service light, No. 
735, has recently been put into 
production by Ampex, Inc., Brook- 


A NEW double socket, “B-5,”’ il- 
lustrated, and a new current 
tap “B-29” have just been introduced 
to the trade by the Beaver Man- 
ufacturing Co., Newark, N. J. Both 
the double socket and the current 
tap are made in a handsome wal- 
nut mixture and have a sturdy con- 
struction. 


lyn, N. Y. The switch push knobs 
are protected by rugged cylindrical 
rubber portions to protect the 
switch mechanism. Service light 
handle and handle cap are made of 
tough rubber compound. The unit 
is furnished with tinned lamp guard 
and hook, and is furnished in 10, 15 
and 20 ft. lengths. 


“MI ARK-TIME,” a new electric 
light or power switch con- 
taining a time element which will 
automatically turn off electric cur- 
rent, has been put into production 
by M. H. Rhodes, Inc., New Haven, 
Conn. When leaving the switch, 
the toggle is thrown to “off” posi- 
tion as many times as necessary to 
give the desired delayed action. Each 
time the toggle is thrown to “off” po- 
sition, the delayed action increases 
one time interval. The switch cir- 
cuit may be opened at any time 
by pushing the small timer lever 
to “off” position which eliminates 
the time action and allows the 
switch to be used the same as any 
ordinary switch. Type “B”, illus- 
trated, designates the “Mark-Time” 
single pole with built-in series re- 
ceptacle. It is made with bakelite 
flush plates only. 

















NEW type of electric hand drill that bores with equal facility into 

wood, metal, and masonry, known as the ‘“‘Wodack” electric dual 
twist and hammer drill, has been brought up by the Wodack Electric 
Tool Corp., Chicago. In addition to operating as a hammer, it is a highl 
efficient rotary drill and an effective tool for grinding, scratching or buft- 
ing. It permits the operator to sharpen tools and bits right on the job. 
The tool is furnished in a handsome metal carrying case with star drills 


and twist drills. Grinding, scratching and buffing wheels, and bench 
stand can be furnished, as well as a convenient stand for use as an auxil- 
iary drill press or bench grinder. 





1 
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that mean sales to you 


The ultimate desire in every job 


is complete service, which must de- 


pendon quality. In & Panelboards 


you know that this “understood” 


part is there also. Years of progres- 


Atlanta, Ga. 

L. A. Crow, 

64 Cone St., N. W. 
Baltimore, Md. 


Wolfe-Mann Mfg. Co., 


312 S. Hanover St. 


J. J. Cassidy, 
231 Congress St. 
Buffalo, N. Y. 
Ralph E. Jones, 
1890 Hertel Ave. 


Chicago, 11, 
Major Equipment Co. 


ne. 

4603 Fullerton Ave 
Cincinnati, Ohle 

E. ¥. Schurig, 

105 E. Pearl St. 
Cleveland, Ohio 

Frank Reske, 

684 The Arcade 
Dallas, Texas 

R. 8. Wakefield, 

1814 Allen Bldg. 
Denver, Colo. 

Alex, Hibbard, Inc. 

1940 Blake St. 
Detroit, Mich. 

H. H. Ni 


* orton, 
2683 Wabash Ave. 
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The message you carry to your customers 


sive development and leadership 


based on quality and service—back 


up every €) specification. This in- 


tegrity is assured in every A) Panel- 


board by complete standardization. 


The new Leader Type LNT P Panelboard has many features 


for you to consider. 


Let us send you Bulletin No. 50 — 


and also catalog No. 45 — if you do not now have them. 


Arank Adam 


Kansas City, Mo. 
Robert Baker, 
19 E. 14th St. 


Los Angeles, Calif. 
B. Zinsmeyer, 
1127 S. Wall St. 


Memphis, Tenn. 
Cc. B. Rutledge 
203 Monroe Ave. 


Minneapolis, Minn. 


. H. Cooper, 
422 Builders’ Ex. Bldg. 


ST. LOUIS 


New Orleans, La. 
W. J. Keller, 
203 Natchez Bldg. 
Magazine & Natchez Sts. 


New York 
Fred Kraut, 
182 North 11th St. 
Brooklyn 


Omaha, Nebr. 
B. J. Fleming, 
213 S. 12th St. 


Orlando, Florida 
F. W. Knoeppel, 
610 Richmond Ave. 


Philadelphia, Pa. 


Avoy, Jr. 


. A. MacAvoy, 
244 North 10th St. 
Pittsburgh, Pa. 


W. A. MacAvoy, Jr. 


Dist. Mgr. 
. E. Thoma 
Res. Mgr. 
om 1004 
427 Fourth Ave. 
St. Louls, Mo. 
O. H. Rottman, 
3650 Windsor Place 
San Francisco, Calif. 


Lee Van Atta, 
340 Fremont St. 


ELECTRIC COMPANY 


Seattle, Wash. 


Elec. Eng. Sales Co. 


2914 First Ave., S. 


Tulsa, Okla. 
P. E. Ebersole. 
214 S. Victor St. 


Toronto, Can. 
Amalgamated Elec. 
Co., Ltd 


Gen. ‘Sales Office, 
370 Pape Ave. 


Ask the FA\Man 





Vancouver, Can. 
Amalgamated Elec. 


Granville Island 
Winnipeg, Man., Can. 
Amalgamated Elec. 
Co., Ltd. 
677 Notre Dame Ave. 


Hamilton, Ont. 
Amalgamated Elec. 
Co., Ltd. 
13 Mary St. 


Montreal, Can. 
Amalgamated Elec. 
Cc 


‘o., Ltd. 
1006 Mountain St. 
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New Electrical Products, Illustrated 








HE “Esrobert” sun lamp, re- 

cently placed on the market by 
S. Robert Schwartz & Bro., New 
York, has an adjustable arm, con- 
sisting of two tubes to give added 
strength. At each end of the 
double-tube arm is a specially de- 
signed non-drop friction joint which 
provides a wide range of adjustment 
of arm and reflector. The reflector 
is attached to the canopy by means 
of three screws and is easily remov- 
able. A _ slight pressure on two 
special clips permits the screen to be 
readily removed whenever the bulb 
must be replaced. A toggle switch 
is conveniently placed at the top of 
the stem where it is within easy 
reach when the lamp is being used. 
The base is supported by four legs 
with rollers permitting the lamp to 
be moved easily. 


N accessible fuse meter service 

switch with range and lighting 
circuits, brought out by the Wads- 
worth Electric Mfg. Co., Inc., Cov- 
ington, Ky., is a complete unit that 
embodies a 60-ampere accessible fuse 
meter service switch with test facili- 
ties in upper part and range and four 
lighting circuits in lower part of cab- 
inet. It is sturdy in construction 
with ample wiring facilities and 
knockouts that are easily and cleanly 
removed. Equipped with shutter 
containing standardized knockouts 
for standard meter. Neutral term- 
inals for service wire are located in 
upper part of cabinet. The unit is 
wired complete. Soldered lug con- 
nections are used and wires are con- 
nected in their proper positions. 
Meter leads have ends cleaned and 
tinned. Metal meter board is of 
formed steel construction. Finished 
in durable black enamel. 








NE of the innovations in design 

shown in the 1931 line of 
“Delco” electric fans, manufactured 
by the Delco Appliance Corp., 
Rochester, N. Y., is found in the 
new type of heavy guard around 
the fan blades and the sweeping 
lines of the base. All connections 
are spot-welded and will not loosen 
or rattle. The design of the blades 
conforms to the sweeping lines of 
each fan. “Delco” fans are finished 
in an attractive black enamel, while 
the blades have a special black 
finish. 





. new models of “Standard” 
electric ranges have been an- 
nounced by the Standard Electric 
Stove Co., Toledo, O., supplement- 
ing the four “Royal Standards” 
now in the line and making the 
“Royal Standard” line consist of 
eight distinct models. All have con- 
cealed hinges and bolts, streamline 
construction, new type plug-in 
switches, reciprocating and _ load 
balancing switches, aluminum lined 
ovens, appliance receptacle, and 
complete time and _ temperature 
control, 


A* electric dairy heater for 
washing and sterilizing milking 
machine equipment, milk cans, pails 
and so forth, has been developed by 
the Strauss Electric Appliance Co., 
Waukesha, Wis. The capacity of 
the heater is six gallons, and this 
volume of water is brought to the 
boiling point in 45 minutes, oper- 
ating from a 220 volt line, heating 
the water from a starting temper- 
ature of 60 degrees. The heater is 
characterized by a patented feature 
known as the “Thermotube-Circu- 
lator” which consists of a copper 
tube passing through the refractory 
porcelain tube of the heating ele- 
ment and a pipe which connects 
the copper tube to the bottom of 
the tank where the water tempera- 
ture is lowest. This company also 
manufactures electric hot water 
heaters for domestic use. 








ASS AND SEYMOUR, Inc, 

Syracuse, announces the addi- 
tion of a new group of automatic 
door switches. Both the round and 
rectangular types are available 
There is a switch in each style 
which turns the light on when the 
door is open and one which turns 
the light on when the door is 
closed. The round or barrel type 
switches are mounted on an outlet 
box which will take BX or loom 
The brass surface plate is supplied 
as part of the device. The rectang- 
ular type can be furnished with 
without the switch box. When sup 
plied without box, the device may 
be used with a standard door swit¢! 
box. 
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QUALITY s PARAMOUNT! 





r Economy Fuse & Mfg. Company 
CHICAGO, U.S. A. 
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Q@-D Rectangular Angle Re- 
flector and Fittings. Porce- 
lain enameled green out- 
side, white inside. Lamp 
size 50 to 500 Watts. 








There are many new and interesting 
items and helpful ideas in our Catalog 
No. 4. Turn to page 23 and note the 
variety of ways you can use Q-D 
Rectangular Angle Reflectors. Three 
types interchangeable fittings: horizon- 
tal, vertical and outlet box. All are 
obtainable with pull or keyless medium 
sockets. Mogul sockets in horizontal 
and vertical type for lamps 300 to 500 
Watts. 


The interchangeable features, flexibility 
and new ideas embodied in the Quad 
line evidence the alertness of our design- 
ers and engineers in meeting modern 
needs. 


QUADRANGLE MANUFACTURING CO. 


26 S. Peoria Street Chicago, III. 


D 








We're 
100 


Per Cent 


Subscribers 


Youcan’tafford to 





for 


THE JOBBER’S SALESMAN’S 


“NEW PROGRAM 


FOR MARKET DEVELOPMENT” 


We prophesy that the whole- 
saler who adopts THE JOBBER’S 
SALESMAN’S “New Program for 
Market Development” will in a 
very short time have his business 
on a more stable, satisfactory 
and profitable basis than it has 
ever been on before. 


It is the most comprehensive 
and conclusive plan we have ever 
seen to help the jobbing end of 
an industry get more business. 


It the 
dawn of a new day for the job- 
ber who loses no time in adopt- 
ing it. 


will inevitably mark 


We urge every WIREMOLD 
DISTRIBUTOR to study it thor 
oughly and put it into operation 
at once. 


WiremorD 


**WBB’’ HEADQUARTERS 


HARTFORD, CONNECTICUT 


miss a single issue. 

Give us your new 

address if you 
have moved. 


YL 


Be A Booster 


Tell your friends 
about 
The 
Jobber’s Salesman 

















Roach-Appleton in New 
Factory 

The Roach-Appleton Mfg. Co. 
formerly of Chicago, is now occupy 
ing its new factory on West Sampk: 
St., South Bend, Ind. This factor) 
was built according to the specifica 
tions of the company, and it is a 
model in industrial layout, permitting 
unusually good working conditions, 
both from the arrangement of ma 
chinery and daylight and artificial 
lighting. 

The company will continue to keep 
stock in its Chicago warehouse at all 
times to facilitate shipments. 


* * * 


Ilg Opens San Francisco 
Office 

The Ilg Electric Ventilating Co., 
through its Pacific Coast manager, 
Andrew G. Orear, Los Angeles, has 
announced the opening of a branch 
office in San Francisco with E. D. 
Price as manager. The territory 
will comprise northern Caillifornia. 
For the past two years Mr. Price 
has been associated with the West- 
inghouse Electric Supply Co. in Chi- 
cago in charge of its ventilation bus- 
iness. For five years prior to that, 
he was a ventilation specialist for 
the Westinghouse Electric Supply 
Co. in Los Angeles. A year ago the 
company opened a branch office in 
Seattle, Wash., in charge of W. B. 
Michaels. 





George C. Richards, formerly of Chi- 
cago, is now associated with the Amer!- 
can Circular Loom Co., Inc., in the 
capacity of sales manager. Mr. Richards 
needs no introduction to the electrical 
trade as he is what is known as one 0! 
the “old timers,” having been engaged 
in the electrical industry for 25 or 
| years past. 
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V. R. Despard Again with 
Pass and Seymour 

Pass and Seymour, Inc., Syracuse, 
N. Y., announces that Victor R. Des- 
pard returned to its organization at 
the beginning of the year. 

Mr. Despard has had a well rounded 
experience in the electrical field, hav- 





Victor R. Despard 


ing been with the Mohawk Electrical 
Supply Co., from 1907 to 1909; 
Pass and Seymour, Inc., in its sales 
department from 1909 to 1918; vice- 
president of the McGill Manufac- 
turing Co., from 1919 to 1928; sec- 
retary-treasurer of the Chicago Mica 
Co., and Fibroc Insulation Co., 
from 1928 to 1930 and now returns 
to Pass and Seymour, Inc., as vice- 
president of that company. 
* * X* 


Frank W. Broadhurst Forms 
Own Company 

Terminating his 11 year connec- 
tion with the French Battery Co., 
Madison, Wis., Frank W. Broad- 
hurst has entered the manufacturers’ 
agents field with headquarters in 
Kansas City, Mo. Mr. Broadhurst 
will operate in the states of Missouri, 
Kansas, Colorado and Oklahoma. 
He has been in close contact with 
all the electrical, radio and hardware 
jobbers in this particular territory 
ior some years. 

* * * 


Larsen Joins Hubbard 


_S. P. (“Si”) Larsen, for the past 
lour years northwest manager of the 
Line Material Co., has been made 
district sales manager in the north- 
west for Hubbard & Co., Pittsburgh. 


He succeeds H. L. Manny, who re- 





cently resigned to become manager 
of the Seattle office of Maydwell & 
Hartzell, Inc. Mr. Larsen will trans- 
fer his headquarters from Portland, 
Ore., to Seattle, Wash. 

Sa 
Harry A. Hammond Dies in 

New York 


Harry Albert Hammond, for many 
years New York representative of the 
General Cable Corp., passed away 
January 1, at his home at 390 River- 


side Dr., in that city. Mr. Hammond | 


had long been connected with the 
Rome Wire Co. before it became a 
division of the General Cable Corp. 
and was well known in eastern indus- 
trial circles. 

Mr. Hammond was born June 12, 
1872, and had been connected with 
the local wire concern since January, 
1903, when it was a partnership of 
George A. Clyde and Herbert T. 
Dyett. For a number of years he was 
a resident of Rome, having been 
transferred to New York where he 
continued with the sales department 
and was salesmanager of the metro- 
politan territory at the time of his 
death. 

Surviving are his widow and one 
son, Girard, of New York. Funeral 
services were held from his late home 
and interment made at Seymour, 
Conn. 

~ e @ 
U. S. Manufacturing Enlarges 
Sales Force 


Jos. N. Hirshman, otherwise 
known as “Smiling Joe,” has severed 





Frank Garner of Colt’s Patent Fire 
Arms Mfg. Co., Hartford, Conn., on the 
left, is doing a job on Bill Kendrick, 
manager of the Vermont Electric Sup- 
ply Co. branch at White River Junc- 
tion, Vt. 


| not altogether selfish suggestion 





BEAV 


FEBRUARY 1931 











Issued by BEAVER MFG. CO. 
NEWARK, N. J., U.S. A. 


ELL, the tinsel and the spangles have 
been shelved many of the 
New Year resolutions lie broken into frag- 
ments .. . . and most of us are well out 
of the habit of writing zero after the 193 
on our checks. 
ewe 


Electrical retailers are doing their best to 
“start the year right” . . . . you fellows 
who contact them are doing your best to 
help them get off on the right foot. And 
here is where I want to inject the homely, 


ae 


The soft rubber handle cap that you can 
sock with a hammer! That the Zsbyszko 
boys can step on en masse . . . without 
ruffling its temper or marring its efficiency! 
Flexible blades! Sold without the cord if 
wanted that way! Just a step ahead of 
competition on every count that counts 
with dealers trying to SELL MORE MER- 
CHANDISE! Play up J-63, fellows . ... 
you are doing your customers a real favor 
when you push this scientific, universally 
wanted office and household item! 


$4,600,000,000 and no cents! 


This is the approximate total of building 
| construction in the United States during 
1931 . with the gain in residential 
edifices more than large enough to offset 
any losses in other types of construction, 
according to the Copper and Brass Re- 
search Association. 

I read this, closed my eyes and tried to 
vision the maze of new wiring and the 
car-loads of switches, plugs and outlets in- 
volved .. . . then made up my mind to 


: : ; | mention the subject to you in my “Brev 
his connections with the Rodale Mfg. | y 


ities’. Take it for what it is worth to 


you and the trade. 





|The News I Promised You.... 


. . . is that BEAVER now offers you a 
lower-priced line, so that your merchants 
can meet the sharpest price competition 
with traditional BEAVER quality. Here 
are illustrated B-5 and B-29, two graceful 
newcomers to feature during your Spring 
selling efforts. The Home Office says you 
boys have received a bulletin on this sub- 
ject. If you've mislaid it, write ‘em 
QUICK for another. This is hot stuff! 


I told you we were on the job! 







































































98 


THE JOBBER’SfA)SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY 














Ideal has inspected a 
new merchandising plan 
created for the electrical 
industry by “Jobber’s 
Salesman.” Ideal sub- 
scribes fully to this mod- 
ern, timely and business 
producing plan. 

To those electrical 
manufacturers who hesi- 
tate to indorse this plan, 
we respectfully submit 
the call “catch up with 
the times.” 

To electrical distrib- 
utors who hesitate to co- 
operate with this new 
merchandising plan, we 
suggest “catch up with 
the times.” 

A new era of doing 
business is at hand! That 
is proven in the fact that 
the majority of electrical 
contractors have aban- 
doned the now out of 
date method of connect- 
ing wires with solder and 
tape, and are using con- 
venient Ideal connectors. 
Fully approved by the 
Underwriters, covered by 
patent No. 1,700,985, 
their scientific construc- 
tion saves money for 
electrical contractors and 
makes money for the dis- 
tributors that sell them. 


Ideal Commutator Dresser Co. 
1047 Park Avenue 


Sycamore - - - - 





Illinois 


Co., and is now representing the | 


| United States Electrical Mfg. Co., 
|New York, in the states of Ohio, 


| Michigan, 


Indiana and Kentucky. 
* * x 


| Spencer Peirce with Southern 


Sellers 
Spencer Peirce, formerly general 


| sales manager for the Supreme In- 
' struments Corp., has become asso- 


| 





ciated with Southern Sellers, manu- 
facturers’ agents in New Orleans, 


| La. The new appointment became 
| effective the first of the year. 


* * * 
B. J. Strawn is Queen of 
Lady Bugs 


Curtis Lighting, Inc., announces 


'the appointment of Miss Betty Jane 


Strawn of the Kansas City Power & 


| Light Co., as Grand Exalted Lady 
| Bug, the directing head of the wom- 





Betty Jane Strawn 


| en’s auxiliary of Phi Omega Sigma, 
| the Fraternity of Light. 


Phi Omega Sigma was organized 


in 1928 by Curtis Lighting, Inc., and 


now has a membership of about 4000 


| “Lighting Bugs”, each designated as | 


| “Phos” 


such by the official green scarab em- | 
blem. Each member is a holder of 
the X-Ray pocket-manual, known as 
and an active participant in 


’ 


| some branch of the lighting industry. 


| the scarab emblem 


All Lady Bugs are furnished with 
da small “hunch 


| book”? of memo sheets on which she 





| jots down names of likely prospects 








SHERMAN 
SET SCREW CONNECTORS 


Made from solid brass rod by 
Sherman Precision Method. Furnished 
in 14 different sizes. Each size 
plainly marked for easy stock keep- 
ing and reordering. 

Screws heavily rust proofed. Sher- 
man Connectors can be used over and 
over again. 

Neatly boxed and plainly labeled. 


ORDER FROM YOUR JOBBER 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 




















Speed plus Safety 


sm With 


Patented 


WIRE 
CONNECTORS 


ETTER results could 
not be obtained if you 
paid more than S R K's 
cost you, nor can you get 
full measure of satisfaction 
when paying less. 
For reliability and ef- 
ficiency you can find 
nothing to_ equal 


JIFFY WIRE CON- 
NECTORS. 


Approved by 


| for lighting and passes them on to her 
| Lighting Bug sponsor. | 
* x * 
Larry E. Gubb Wins 
Promotion 
The. appointment of Larry E 
Gubb as general sales manager of 
the Philadelphia Storage Battery 
Co., Philadelphia, has been an- 


Factory Mutual 
Laboratories 


Underwriters 
Laboratories 


Samples Sent on Request 


JIFFY WIRE CONNECTOR C0. 
HACKENSACK, N. J. 
General Sales Office 
G. DENN MONTGOMERY, Jr. 
458 Broadway, New York City 
Phone CAnal 6-7533 and 6-6186 


ARR AT LNTE * RATNARIREREE 


2-3 
IDEAL COMMUTATOR DRESSER CO., 
1047 Park Ave., 

Sycamore, Ill. 


I would like to try Ideal Connectors and 
ask that you send free samples. 
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| nounced. Mr. Gubb’s appointment 
climaxes 10 years of endeavor for | 
“Philco” interests, for it was in | 
1921 that he first started for the 
firm, selling batteries in western 
New York. In chronological pro- | 
gression, he assumed the branch | 
management in Buffalo, later he was 

| made divisional manager over a 
small section of upper New York | 
and then came to the New York 
office where he reorganized the dis- | 
tribution of “Philco” radio in | 
Gotham and New England. 

a 


Ray W. Turnbull Wins 
Promotion 
Ray W. Turnbull, for the past four 
years Pacific Coast district sales man- 
ager of the Edison General Electric 
Appliance Co., was elected vice-presi- 


e | 
dent, on January 1, 1931. In his 
ua i new position he will have general 

| charge of sales and advertising. 


| For the past 20 years Mr. Turn- | 

EF] h | bull has been identified with the build- | 
us | ing up of the electric heating appli- | ==> , a 

} 























































ance and electric range business along | market for Union 


the west coast and in the Pacific | heater elements. 
a es Exceptional quality 
- and attractive 


prices tell why. But 
one is illustrated. 
Also made in sus- 
pension style as 
well as Edison base 
screw type. 





For wider sales and bigger profits 
it will pay you to concentrate on 


y Union flush plates. 


You'll like the care with which 
they are made and the satisfac- 
tion they will give to your cus- 


The Union line of 
bushings is com- 
plete, comprising of 
over 30 different 


tomers. 0 4 ut 
4 numbers. There is 
Better yet you'll like the repeat a Union Bushing 
a 5 a for every purpose. 
| business they’ll bring you. It will pay you to 
hav , of our 
It'll only take you a second to Ca cakes ta ye 
5 send for our complete catalog Write for it today. 
and price sheets. Use the coupon ; se the coupon be- 
ould below. ow. 
you 
K's ds H. PARKER 
get U N I O N ELECTRICAL 
— PORCELAIN 
BAKELITE PRODUCTS 


: ELECTRICAL 
PRODUCTS Ray W. Turnbull 


- New i die Saale OW, Ve. northwest. Prominent in various in 
, -oseseseeeseseeeeeeeeeeeeeg| dustry activities, he has been a factor 


Unaa Ganbaieitties Suniiiee. in the councils of the Pacific Coast 
96 Broadway, Electric Association as a member of 





J. H. Parker, 


296 Broadway, 
New York City, N. Y. 











CO. New York City, N. Y. , ; ‘ Gentlemen: Please send us your com- 
its executive committee for the last plete catalog and latest prices. 
Gentlemen: Please send us your com- i 
lete catalog and latest prices. three years. ' ; F ONIN aah dad ward dn ea a ake ae ee 
In his new position as vice-presi- Address “Ter rere creer reerreen crete eek 
dent, Mr. Turnbull’s headquarters | }| ... 
‘ £ Se a calc igtaed's sec aue ese eu daales 
will be at the company’s head office | ea 
y a Pe ewsb 6600 Cue CaM eee SSO RECO OSS 
— at 5600 W. Taylor St., Chicago. 
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“It has a grip like its namesake” 








Biill Dai 


REGISTERED 


Split Knobs 
"Tuese are 


the safe, approved 
knobs for all types of 
residence wiring. They 
mean better jobs at no 
added cost. Bull Dog 
Split Knobs, together 
with Illinois Porcelain 
Tubes, Cleats and 
Solid Knobs form a 
complete line of stand- 
ard porcelain. 


Sold Through Wholesalers 


Illinois Electric Porcelain Co. 
Macomb, Illinois 











This picture was lost for several 
months, but the folks down in Dixie 
always know where to find the man 
himself. He is C. B. Rutledge, district 
manager for the Frank Adam Electric 
Co., with headquarters in Memphis. 
Although very well-informed on many 
subjects, he doesn’t parade his knowl- 
edge. However, if you'll just casually 
mention panel boards—vwell, that’s 
when the fun begins. 





Standard Color Card for 
Flexible Cord 


The flexible cord group of the 
National Electrical Manufacturers’ 
Association has just issued the first 
NEMA standard color card for 
flexible cord. 

This card contains samples of col- 
ored cotton and rayon braids, 14 
colors of each, together with cor- 
responding color names and num- 
bers. For cotton the colors are 
white, gray, old brass or oak, yellow, 
orange, light brown, olive, green, 
medium brown, dark brown, red, 


maroon, blue and black. New and! 


more satisfactory shades than those 
shown last year have been adopted 
for olive, medium brown, dark 
brown and maroon. The orange is 
a new color. Last year’s oak and 
cld brass have been replaced by one 
new shade called oak or old brass. 

The rayon colors are white, gray, 
cold brass, yellow, rose, old gold, 
tiffany, green, olive, red, maroon, 
blue, brown and black. New shades 
have been substituted for last year’s 
old brass,.rose and maroon. These 
colors have been found by experi- 
ence to be those most in demand and 
they fill any ordinary need. 

This new plan of issuing through 
NEMA headquarters a single color 


'card under the NEMA ensignia is 


of benefit to both purchasers and 
suppliers of cord. Each purchaser 
now need keep only one kind of card. 





In Bulk Containers 


In addition to the standard size packages for 
ordinary use Yager’s famous soldering salts are 
now furnished in 25, 50, and 500-pound air 
tight sheet-iron drums. All are attractively en- 
ameled to prevent rust. 


Write today for 
prices and discounts. 


Alex. R. Benson Co., Inc. 
Manufacturers 


Hudson, N. Y. 
Since 1873 


YAGER’S 


1873 IT MUST BE GOOD 1931 











BAKELITE 


TRADE MARK REG .U.5.PAT. OFF 


SOCKET 
is 


SUPREME 


Accept no 
substiiute 


DEPENDABLE Weather- 

proof Socket must _ be 
weather-proof in service. KNOX 
SOCKETS can be depended 
upon because they are made of 
the best materials available. 
They are designed to perform 
perfectly under the most rigid 
requirements, and are now con- 
stantly in demand by dealers 
and contractors everywhere. 











CORPORATION 


| 
KNOX PORCELAIN | 
JL KNOXVILLE - - - TENN.| 




















vw7 a 


— ar 
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The makers of the cord will be 
saved the expense of duplication as 
each maker need not separately print 
and distribute his own card. 
* +? 
Guy N. Hale with Wheeler 
Reflector 
The Wheeler Reflector Co., Bos- 
ton, announces the appointment of 
Guy W. Hale as a member of its 
sales force. Mr. Hale’s present head- 
quarters will be at the Cleveland 
office at 4614 Prospect Ave. 
e-e:s 
“Stepping Ahead” Has 
Premiere 
“Stepping Ahead,” the first all- 
color, all-talking motion picture pro- 
duced for use in industry, had its 
premiere on January 12, at the Gen- 
eral Electric Lighting Institute at 
Nela Park, Cleveland. Through its 
combination of motion, music, voice 
and color, it presents the potentiali- 
ties of the lighting market, and the 
best sales methods for increasing 
lamp sales. 
i a 
Leon H. Frank Winters in 
California 
Leon H. Frank, vice-president of 
the Bull Dog Electric Products Co., 
Detroit, Mich., is spending the win- 
ter in Los Angeles. This is in line 
with Mr. Frank’s custom of the past 
two or three years. 





R. W. Brown, president of the Pitts- 
urgh Electric Mfg. Corp., Pittsburgh, 
longs in the ranks of optimistic ex- 
utives. If he ever talks about the de- 
ession there isn’t a witness to prove 





























Concentrate on 


AMCO Double Duty Line 


for 


Commercial Installations 


ONCENTRATED Selling makes for 
easy Selling. It is the quick way 
to sure profits. 


Right now hundreds of stores, offices 
and other commercial houses need new 
fixtures. They are simply waiting “To 
Be Sold”. 


Show them the new Double Duty Line. 
Perfectly designed to meet the new 
needs of a new day. 





But two numbers are illustrated. Write 
us today for complete catalog and latest 
prices. 


—=—GMw— 


THE ART METAL CO. 


“Hanger Specialists’ 
1800 E. 38th Street 


CLEVELAND -:- OHIO 











THEY STAND 
THE TEST! 





EMINGRAY Glass Insu- 

lators combine high 

ac ack Wekts quality and a record of long 
pee te ® and satisfactory service. 

poliey, " Concen- No wonder they continue to 
ra e ee ” . 

sales efforts on be “best sellers” for jobbers 

——— and their salesmen. Hem- 

ee een ingray Glass Insulators are 

repeat business : “5 

sopens recognized as standard equip 


ment by your contractors. 


HEMINGRAY GLASS COMPANY 
MUNCIE INDIANA 





H 




















GLASS INSULATORS 
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There are still hundreds of prospects in 
your territory for electric time switches. 
Of course you'll want to sell them an 


ACE 


The 14 Point | 
ELECTRIC TIMESWITCH 


1 Universal Motor made by “Dumore” 
winds the clock and throws the switch 
at the same time. Runs on A.C. or 
D.C. 100 to 130 volts, any cycle up 
to 60. 
ew will run 48 hours with current 
orm. 

Has a 12-hour dial and hands in ad- 
dition to 24-hour dial. 

A patented compensating regulator 
insures accurate time keeping within 
temperature range of 110 degrees. 
Guaranteed to trip within 15 seconds 
of time set. 

Trip hands can be set as close as % 
hour apart and clocks can be fur- 
nished with 2, 4 or 6 hands on 24- 
hour dial. 

Mechanism can be tripped by hand 
or by any number of push button 
switches located anywhere in the con- 
trol circuit without interfering with 
the automatic operation of the clock. 
Each trip hand has its duty to per- 
form and will not trip the mechan- 
ism unless the switch is in position 
to be tripped when hand passes. 
Indicate position of switch at all 
times. 

Clock hands can be turned forward 
or backward without interfering with 


trip. 

Clock will not overwind regardless of 
how many times it is tripped by 
hand. 

Made in regular on and off types, 
also in 2 and 38-circuit types for 
apartment house hall lights, ete. 
Any one of the three units can be 
taken out for cleaning, oiling or re- 
placement without disturbing the 
others or without removing case from 
the wall. 

Fully guaranteed by the Reliance 
Automatic Lighting Company, mak- 
ers of time switches for 21 years. 


Write For Prices 


RELIANCE 


Automatic Lighting Co. 


Racine, Wisconsin 








Index to Advertisers 


A 


Adam Electric Co., Frank 

American Blower Corp 

American Circular Loom Co., Inc... 
Anaconda Wire & Cable Co 

Appleton Electric Co 

Appleton Rubber Co 

Arcturus Radio Tube Co 

Arrow Electric Division 

Art Metal Co 

Associated Business Papers, Inc 


B 


bets Bre EAs. i cas ee es scaewees : 
Benson Co., Inc., Alex R 

Bryant Electric Co 

Burgess Battery Co 

Bussmann Mfg. Co 


Clements Mfg. 
Crescent Ins. Wire & Cable Co 
Catlersiiamimer, 100: -s666c-ccascost 38-39 


D 


Day-Brite Reflector Co 
Diehl Mfg. Co 


Economy Fuse & Mfg. Co 


F 


Fitzgerald Mfg. Co., The 
Fretz-Moon Tube Co., Inc 


G 


General Cable Corp 


H 


Hammond Clock Co 

Hart & Hegeman Division 
Hemingray Glass Co 
Horolectrical Corp 
Hubbard & Co 


Ideal Commutator Dresser Co 

Illinois Electric Porcelain Co 

Incandescent Lamp Dept. of General 
Ns ans Wow w ace ew ene 71 

Indiana Rubber & Insulated Wire Co. 41 


J 


Jefferson Electric Co 
Jiffy Wire Connector Co 





K 


Knox Porcelain Corp 


McGill Mfg. Co 

McGraw-Hill Catalog & Directory 
Co., 

Metropolitan Device Corp 


N 


National Electric Products Corp.... 
Front cover 


Okonite Co., The 


Pass & Seymour, Inc 
Plymouth Rubber Co., Inc 
Inside back cover 


Rhodes, Inc., 
Roach-Appleton Mfg. Co 
Inside front cover 


S 
Sessions Clock Co., The 
Sherman Mfg. Co., 
Square D Co 


Steel and Tubes, Inc 
Sylvania Products Co 


Tt 


Trico Fuse Mfg. Co 
Trumbull Electric Mfg. Co 


U 


Union Insulating Co 


Ww 
Wadsworth Electric Mfg. Co., Inc.. 


Wheeler Reflector Co 
Wiremold Co., The 


Y 


Youngstown Sheet & Tube Co. 
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Speed in a Safety Switch? Of course, for the quicker the blades break 
the circuit, the less arc. » » SQUARE D Industrial Safety Switches break 


the circuit at an approximate speed of a mile a minute. Result—a really quick break, arcing 





reduced to a minimum and longer contact life. » » SQUARE D Switches rated above 250 Volts 
are equipped with SQUARE D Arc-Suppressors which cause rupturing of the current in 1/100 
of a second, even at 50 percent overload at low power factor. (250-Volt Switches may be 
so equipped for heavy duty, if required.) » » Other SQUARE D features are individual 
base construction and keyed cover control for safety. All SQUARE D Industrial Switches are 
tested at six times the normal horsepower load at low power factor corresponding to the 
“stalled rotor” condition in a motor circuit. » » More information? Just address your nearest 
SQUARE D Branch Office or write directly to the SQUARE D COMPANY, DETROIT, MICH. 


Affiliated with Factories af: 
DIAMOND ELECTRICAL MAN- DETROIT, MICHIGAN; MILWAU- 
UFACTURING COMPANY, LTD. KEE, WISCONSIN; AND PERU, 
Los Angeles San Francisco INDIANA 





— COMPANY 
SQUARE D COMPANY, CANADA, DETROIT. U.S.A. BRANCHES IN ALL PRINCIPAL 
LTD., WALKERVILLE, ONTARIO CITIES 
Toronto Montreal — 


ELECTRICAL Dip EQUIPMENT 
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Make ‘his Handy 
Collection of Catalogs 


IV ORK for You / 


You see ExectricaL TRADE CATALOGS, 
with its striking Orancr Banps, every- 
where you go. Make it work for you! 





On your next call—try it out! Turn the 
pages of this collection of catalogs with 
your contractor or dealer friend and show 
him the complete data on your lines filed 
in his handy catalog-file. He will be in- 
terested. He knows that the companies 
you represent are helping him by putting 
the data on their products in ELEctrica. 
TRADE CATALOGS. 





ELEctricaL TRADE CaTALocs will help 
you get orders. It will help you establish 
contacts you could not make in any other 
way. Whenever a contractor or dealer 
wants details on the lines you carry, point 
to the green binder with the Orancr 
Banps—tell him to look there for the data 
he needs — and you have made both a 
customer and a friend. 


Have your office advise us what addi- 
tional data would be of help to you and we 
will try and have it in the next volume. 


McGRAW-HILL 
CATALOG AND DIRECTORY 
COMPANY, INC. 


NEW YORK, N. Y. 











Of First I 





mportance 





ITH inventories out of the way, 

consideration of new merchan- 
dise for this year’s business is in 
order. 


In your selection of a new and 
better line of tape for 1931 selling, 
one factor outranks all others and 
that is the selling policies of the man- 
ufacturer. It is the factor of first im- 
portance. 


Where selling policies are indefin- 
ite and unproven all other claims and 
features are meaningless, for 


Absolute price and selling protec- 
tion of the jobber by the manufac- 
turer is the backbone of the jobbing 
industry. 


Plymouth’s policy of jobber protection 
is clear cut, it is definite, it is proven. A 
policy that guarantees you 100% _protec- 
tion and safeguards your interests every 
step of the way. 


The steady increase in the number of 
users of Plymouth Brand Tapes—SLIP- 
KNOT and CANTON friction tapes and 
P. R. Splicing Compound is convincing 
proof of their quality and superiority. 


We believe 
THE JOB- 
BER’SSALES- 
MAN'S New 
Program for 
Market Devel- 
opment to be 
the greatest 


contribution | PLYMOUTH 


ian RUBBER 


endorse it 


heartily. C OMP ANY, INC. 





PLYMOUTH RUBBER COMPANY. Inc. 
Nt 





Manufacturers 


since 


1896 


Concentrate 


on 


SLIPKNOT! 


CANTON, MASSACHUSETTS 
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Why should you take the 
trouble to keep up with progress ? 
Because, your customer depends on you 
to recommend the modern products of 
greatest value. You do not keep faith 
with your customer if, because of habit, 
you still sell those which have been 
superseded by more modern and improved 
products of greater value and reliability. 











The product of an organization with more 
than 35 years experience in the Time Switch 
business, has been adopted as standard by 
the leading Sign Manufacturers, Chain Stores 
and Outdoor Advertising Companies. These 
largest users of Time Switches have adopted 
them only because of the results they have 
secured from Horolectrics. Such a product 
can be recommended with confidence. 

















